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Because  fromjuly  26th 
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bustomers  how  to  find  their  own 
natural  beauty  -  with  the  Weleda 
range  of  skin  care  products. 
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\nd  certain  to  move  off  your 
shelves  very  fast. 
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range  of  Weleda  beauty 
products  now! 
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Comment 


Action  at  all  levels 

Mr  J.  P.  Bannerman,  president  of  the  Pharmaceutical 
Society,  is  much  in  the  news  recently,  mainly  joining 
battle  over  the  question  of  the  Medicines  Commission 
recommendations  on  self-service  of  analgesics. 
His  Press  conference  last  week  (p92),  which  some 
consumer  organisations  also  attended,  seems  to  have 
been  favourably  received,  and  some  valuable  support 
for  the  profession's  viewpoint  may  have  been  won. 

But,  as  we  have  said  before,  it  is  the  actions  and 
response  of  individual  pharmacists  that  can  make  or 
break  the  campaign  being  waged  from  Bloomsbury 
Square  and  Mallinson  House — a  point  clearly  made 
this  week  in  relation  to  the  point-of-sale  unit  for 
paracetamol  preparations  currently  being  offered  to 
retail  pharmacists  by  Winthrop  Laboratories,  plus  an 
inducement  for  its  display  (p92). 

We  are  sure  that  no  motives  relating  to  the 
Medicines  Commission  proposals  can  be  attributed 
to  Winthrop  (indeed,  they  point  out  that  the  promotion 
was  planned  a  year  ago),  but  the  company  has 
certainly  been  insensitive  to  feelings  within  the 
profession  by  actively  pushing  their  unit  at  the 
present  time. 

The  pharmacist  who  reported  the  matter  to  the 
Society  is  fully  justified  in  his  belief  that  display  of 
such  a  self-service  unit  at  all  in  pharmacies — and  in 
particular  its  use  for  the  large-pack  size  that  would  be 
restricted  to  pharmacy  sale  only  under  the  proposals 
— could  provide  evidence  for  those  seeking  to  have 
the  Commission's  recommendations  rejected. 

On  behalf  of  those  interests  there  have  already  been 
surveys  attempting  to  show  that  many  pharmacists  fail 
to  control  medicines  sales  as  professional  conscience 
might  dictate.  We  would  therefore  urge  all  engaged  in 
retail  pharmacy  to  check  that  they  are  observing  the 
spirit  of  the  Medicines  Commission  recommendations- 
not  to  do  so  could  well  lead  to  the  profession  forfeiting 
part  of  its  role  in  the  protection  of  the  public  in  matters 
ot  self-medication. 


The  chemist' 

The  profession  of  pharmacy  rightly  frowns  upon  use 
of  the  suffix  "the  chemist"  in  trading  titles,  on  the 
grounds  that  it  draws  an  invidious  distinction  between 
pharmacies.  Such  a  title  has  this  week  caused  the 
Pharmaceutical  Society's  Statutory  Committee  to  issue 
a  reprimand  to  a  member,  despite  the  fact  that  the  title 
had  been  registered  with  the  Registrar  of  Business 
Names  as  a  trade  name  (p93). 

However,  the  decision  is  one  that  must  leave  many 
pharmacists  wondering  exactly  what  delineates  the 
boundary  between  unacceptable  use  of  the  words 
"the  chemist"  in  a  registered  trading  name  and 
acceptable  (though  disapproved  of)  use  of  the  same 
words  in  a  registered  company  name — and  the 
circumstances  under  which  either  may  be  used. 
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'Big  business  tries  to 
sell  too  many  drugs' 


Big  business  is  operating  against  the  public 
interest  by  endeavouring  to  sell  too  many 
drugs,  Mr  J.  P.  Bannerman,  president, 
Pharmaceutical  Society,  said  last  week. 

Launching  a  campaign  to  persuade  the 
Government  of  the  case  for  a  ban  on  the 
self-service  sale  of  analgesics,  he  told 
representatives  of  nine  consumer  and 
women's  organisations,  and  members  of 
the  Press,  that  "in  an  expensively  mounted, 
lavishly  presented  campaign  of  half  truths 
and  misrepresentations,  commercial  inter- 
ests are  trying  to  suggest  that  they  really 
have  the  consumer  at  heart.  They  have 
planted  the  notion  that  the  consumer  will 
be  inconvenienced  by  the  proposed  restric- 
tions on  the  sale  of  analgesics." 

"It  is  certainly  in  the  interests  of  the 
drug  firms  and  the  supermarkets  to  sell 
more  analgesics.  Indeed  it  would  be  in 
the  pharmacists'  interests  to  encourage  the 
public  to  buy  more  drugs.  But  it  is  not 
in  the  public's  interest."  The  original  pro- 
posals of  the  Medicines  Commission  would 
protect  not  only  the  consumers'  health  and 
safety  but  in  the  long  term  their  pockets. 

Mr  Bannerman  added  that  the  Society's 
inspectors  had  instituted  an  inquiry  that 
clearly  proved  that  in  the  great  majority 
of  cases  there  would  be  no  inconvenience 
if  self-service  sales  of  analgesics  were 
abolished  in  areas  without  pharmacies.  He 
stressed  that  the  Society  wanted  analgesics 
to  be  sold  only  from  a  shop's  counter  and 
not  from  self-service  shelves,  and  was  not 
trying  to  restrict  the  sale  of  aspirins  to 
pharmacies  as  its  opponents  were  suggest- 
ing. In  most  areas  big  enough  to  have  a 
supermarket  there  was  also  a  pharmacy, 
in  rural  areas  without  pharmacies  there 
were  usually  village  shops  operating  on  a 
counter  service  basis,  and  in  the  small 
minority  of  areas  where  there  was  only 
a  supermarket,  inspectors  had  found  that 
most  sold  cigarettes  from  a  special  place 
where  analgesics  could  also  be  sold  under 
controlled  conditions. 

Cost  comparisons  wrong 

Dealing  with  the  suggestion  that  a  de- 
crease in  the  pack  size  of  analgesics  to 
25  would  cost  the  consumer  more,  Mr 
Bannerman  said  that  most  prices  quoted 
had  been  for  packs  of  100  without  child- 
resistant  closures,  compared  with  packs  of 
25  with  child-resistant  closures.  While  the 
cost  per  tablet  was  higher  in  small  packs, 
the  restrictions  would  encourage  the  public 
to  buy  only  one  25  pack  at  a  time  which 
in  the  long  term  would  prove  to  be  to  their 
financial  interests.  Aspirins,  for  example, 
bought  in  bulk  and  left  for  months,  were 
frequently  completely  wasted,  so  a  bulk 
purchase  could  become  a  useless  or  even 
dangerous  product  before  it  could  be 
consumed.  And  the  existence  of  medicines 
in  bulk  in  the  home  was  likely  to  encour- 
age the  family  to  take  several  tablets  rather 


than  the  one  which  might  be  adequate. 

Mr  Bannerman  denied  that  the  Society 
had  a  vested  interest  in  supporting  the 
reduction  of  pack  sizes  and  the  ban  on  self 
selection  because :  pharmacists  had  con- 
stantly backed  policies  which  would  reduce 
the  sales  of  medicines,  it  was  generally 
acknowledged  that  self  service  displays 
increased  sales  but  the  Society  wanted  a 
total  ban  on  this  technique  for  all 
medicines,  the  proposed  restriction  of  pack 
size  for  analgesics  would  result  eventually 
in  smaller  purchases  and  a  reduction  in  the 
casual  taking  of  these  tablets,  pharmacists 
were  ready  to  accept  the  additional  work 
involved  in  supervising  sales  of  larger 
packs  without  the  compensation  of  a 
dramatic  increase  in  sales,  and  even  if 
there  were  some  increase  in  sales  the  finan- 
cial benefit  to  the  pharmacist  would  be 
insignificant.  If  the  campaign  by  com- 
mercial interests  was  successful,  "it  will  be 
only  the  thin  end  of  a  very  nasty  wedge," 
Mr  Bannerman  concluded,  because  some- 
time in  the  not  too  distant  future  many 
more  medicines  might  be  made  much  more 
readily  available  to  the  public. 

A  representative  of  the  National  Federa- 
tion of  Women's  Institutes  said  that  the 
organisation  would  probably  write  to  Dr 
David  Owen,  Minister  for  Health,  sup- 
porting the  Society's  views. 


Derek  Lawson,  MPS,  (left),  retail 
training  and  development  manager,  Boots 
the  Chemists  Ltd,  receives  the  Distributive 
Training  Award  from  Lord  Redmayne, 
chairman,  Distributive  Industry  Training 
Board,  at  a  private  ceremony  at  Boots' 
head  office  last  week.  Both  Redmayne 
and  Mr  J.  Nowill,  controller,  DITB  field 
training,  emphasised  the  award 
recognised  not  only  the  company's 
commitment  to  training  but  the  effective 
way  in  which  training  policy  was 
communicated  within  the  company  and 
put  into  practice 

Grocers  claim  'victory 
for  common  sense' 

The  decision  by  Dr  David  Owen,  Minister 
of  State  for  Health,  to  ask  the  Medicines 
Commission  to  review  the  need  for  a  ban 
on  self-selection  of  analgesics  containing 
aspirin,  aloxiprin  and  paracetamol  (last 
week  p68),  has  been  hailed  as  "a  victory 
for  common  sense"  by  the  National  Food 
and  Drink  Federation. 


Analgesics  display  unit  criticised 


An  "incentive"  offered  for  the  display  of 
a  Panadol-Panadeine  counter  stand  in 
pharmacies  has  led  the  president  of  the 
Pharmaceutical  Society,  Mr  J.  P.  Banner- 
man,  to  ask  Winthrop  Laboratories  to 
refrain  from  asking  pharmacists  to  use  it. 

The  matter  was  drawn  to  the  Society's 
attention  by  a  West  London  pharmacist, 
Mr  A.  D.  J.  Balon,  who  had  been  offered 
a  set  of  Edinburgh  crystal  glasses  (value 
about  £15)  by  a  Winthrop  representative 
in  return  for  displaying  the  unit  on  the 
counter  for  a  period  of  two  visits.  The 
unit  had  protection  from  self-selection  for 
Panadeine  Co  but  Panadol — including  50 
and  100  packs — was  on  open  display.  Mr 
Balon  considers  that  he  was  being  invited 
to  go  against  the  spirit  of  the  Medicines 
Commission  proposals — supported  by  the 
Society — that  analgesics  should  not  be 
openly  displayed  for  self-selection  by  the 
public.  He  suggested  to  C&D  that  any 
pharmacist  using  the  unit  in  this  way 
would  be  jeopardising  the  profession's 
case  for  restriction,  since  it  might  be 
possible  for  opponents  to  show  that  in 
practice  pharmacists  themselves  considered 
the  restriction  unnecessary. 

Mr  Bannerman,  in  a  letter  to  Winthrop's 
managing  director,  Mr  N.  Appleton,  MPS, 
restates  the  Society's  case  that  self-service 


displays  are  an  encouragement  to  impulse 
buying.  "Representatives  of  consumer 
and  women's  organisations,  whom  I  met 
last  week,  unanimously  confirmed  that 
customers  are  encouraged  to  buy  more 
items  than  they  need,  including  medicines, 
when  shopping  in  a  self  service  store.  We 
maintain  that  the  public  should  never  be 
persuaded,  even  indirectly,  to  buy  more 
medicines  than  they  need  to  meet  their 
immediate  requirements. 

"I  am  dismayed  that  your  company 
should  actively  encourage  our  members 
to  act  contrary  to  the  Council's  policy  and 
to  the  Medicines  Commission's  proposal.  I, 
therefore,  formally  request  you  to  instruct 
representatives  to  refrain  from  requesting 
pharmacists  to  use  this  display." 

In  a  statement  issued  before  the  presi- 
dent's letter  was  received,  Winthrop  said 
that  the  practice  of  offering  incentives  to 
encourage  display  of  products  in  retail 
pharmacy  was  quite  common  and  one 
they  had  maintained  for  some  years. 
'  Plans  for  this  particular  scheme,  which 
covers  other  products  as  well  as  analgesics, 
were  made  over  a  year  ago.  The  choice  as 
to  whether  a  display  unit  is  placed  on 
the  counter  and  used  for  self-service,  or 
placed  out  of  reach  of  the  customer,  rests 
solely  with  the  pharmacist." 


WE  CARE 

and  so  do  you 
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That  is  why  we  have  produced  a  really  attractive  eye  catching  display 
of  Preventive  Products,  all  together  in  one  dental  health  bar.  Contains 
Toothbrushes,  Floss,  Disclosing  solution  etc.,  in  a  neat  dispenser. 


FOR  FULL  DETAILS  OF  OUR  DENTAL 
HEALTH  BAR  AND  SPACE  AGE 
TOOTHBRUSH  DISPENSER. . . 


COMPLETE 
THE 

COUPON 
OVERLEAF 


a  NfW  Super  Display  Unit 

for 

PREVDENT  TOOTHBRUSHES 


Research  shows  that  the  average  person  buys  no  more  than  one  brush 
per  year!  We  are  changing  that!  Our  new  clear  plastic  egg  shaped 
container  holds  400  toothbrushes  in  four  different  colours,  6  different 
styles.  The  first  display  that  really  makes  people  look  and  buy. 
A  very  colourful  display  measuring  20"  x  14"  approx. 
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.  One, 
dozen  free 


Buy  three  dozen  Fennings  Soluble 
Junior  Aspirin  containers  and  we'll  give 
you  another  dozen  free. 

Fennings  Soluble  Junior  Aspirin  are 
easy  to  take  and  come  in  amber  coloured 
plastic  bottles  with  the  new  'snap  safe' 
child  resistant  container.  25  tablets  per 
bottle. 

At  a  recommended  retail  price  of  1 5Vip 
that  must  be  good  value. 

This  offer  is  for  a  limited  period  only 
and  is  being  backed  up  by  advertising  in 
Mother  and  Mother  &  Baby. 

Send  in  the  reply  paid  card  belowto 
take  advantage  of  the  bonus  offer  on 
Fennings  Junior  Aspirin  and  at  the  same 
time,  put  in  your  orderfor  other  products  in 
the  Fennings  range  which  are  shown 
overleaf  (at  normal  prices) . 
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Name   

Address   

BONUS  OFFER.  I  will  pay  for  dozen  packs  of  Fennings 

Soluble  Junior  Aspirin  Tablets  at  £1  21  per  dozen  packs  and 
receive  an  additional  dozen  free  of  charge. 

OTHERGOODS.  Pleasesupply thefollowing  items  on  your  normalterms: 


Please  charge  to  my  account  □ 
Please  charge  through  my  wholesaler  [~J 

Name  of  Wholesaler  


Address 


More  in  the  Fennings  range 
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Fennings  Gripe 
Mixture.  Relieves  wind, 
hiccups  and  tummy 
upsets  quickly  and 
safely.  In  1  50ml 
bottles.  Per  dozen 
bottles  £1.87. 


Fennings  Baby 
Shampoo.  Keeps  hair  glossy,  soft 
and  healthy.  Its  non- irritant  action 
makes  it  ideal  for  the  most 
sensitive  skin.  1 1 0cc  plastic  bottles. 
Per  dozen  bottles  £2.50. 


Fennings  Adult  Cooling  Powders. 

Relief  from  feverish  colds  and  headaches. 
In  1  2  and  36  powder  packs.  Per  dozen  1  2 
powder  packs  £1 .52. 

Fennings  Mixture  (Lemon  Flavoured). 

Relieves  colds  and  'flu  and  is  also 
recommended  for  rheumatic  pains.  In 
200ml  bottles.  Per  dozen  bottles  £2.88. 

Congreves  Balsamic  Elixir. 

Distributed  exclusively  by  Fennings.  A 
highly  concentrated  preparation  forthe 
relief  of  coughs  that  come  with  bronchitis 
and  heavy  colds.  In  small,  medium  and 
large  bottles.  Per  dozen  medium  bottles 
£5.13. 

Fennings  Original  Mixture.  Stomachic 
and  astringent  in  200ml  bottles.  Per  dozen 
bottles  £2.88. 


Fennings  Little  Healers,  s 

expectorant  tablets  that  ease 
coughs  you  get  with  colds 
m   and 'flu.  In  containers  of  1  2, 
||f  36  or  90  tablets.  Per  dozen 
36  tablet  containers  £1 .87. 
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Fennings  Childrens 
Cooling  Tablets  and 
Powders. 

Forthe  relief  of  teething 
and  mild  feverish 
conditions.  Tablets 
are  soluble  and 
pleasantto  take 
and  based  on  the 
same  formula  as  Powders^ 
Both  contain  Paracetamol.  Per  box  of  20 
packs  of  1  5  tablets  per  pack  £2.04.  Per 
dozen  boxes  of  20  powders  £2.60 

All  prices  shown  are  wholesale  on 
which  V.A.T.  at  8%  is  charged.  Prices 
effective  until  August  31  st  1  976.  For 
recommended  retail  prices,  please  apply 
directto  Fennings  Pharmaceuticals. 

To  order :-  Please  complete  Order 
Form  overleaf. 

fennings 

Fennings  Pharmaceuticals,  86  Hurst  Road, 
Horsham,  West  Sussex  RH1  2  2DT 
Telephone  Horsham  (0403)  3427 
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The  chemist'  in  trading  title 
leads  to  reprimand 


The  use  of  the  word  "the"  in  a  trading 
name  "Fergusson's  the  Chemist",  appear- 
ing over  four  shops,  led  to  a  reprimand  for 
Mr  N.  D.  T.  Fergusson,  superintendent 
pharmacist  of  Neil  Fergusson  (Chemist) 
Ltd,  Wilmslow  Road,  Handforth.  Wilm- 
slow,  when  the  Pharmaceutical  Society's 
Statutory  Committee  met  on  Monday. 

Sir  Gordon  Willmer,  chairman,  said  the 
Society's  Council  had  complained  that 
the  use  of  the  word  "the"  drew  an  in- 
vidious distinction  between  these  premises 
and  the  premises  of  other  chemists.  The 
professional  members  of  the  Committee 
unanimously  took  the  view  that  it  was  to 
be  deplored,  was  contrary  to  the  code  of 
professional  conduct  and  amounted  to 
misconduct.  The  Committee  had  been  told 
that  the  offending  word  had  now  been 
obliterated.  If  it  reappeared,  however,  Mr 


On  Tuesday,  the  Committee  severely  rep- 
rimanded a  77-year  old  Cardiff  pharmacist 
for  engaging  an  even  older  woman  to  run 
his  business  as  a  holiday  locum  without 
checking  that  she  was  a  registered  phar- 
macist. 

The  Committee  was  told  that  the 
woman,  a  former  missionary  in  China  who 
was  last  registered  as  a  pharmacist  in 
1938,  was  left  in  charge  of  a  busy  phar- 
macy at  City  Road,  Roath.  Mr  Richard 
N.  Ladd,  who  lives  on  the  premises,  was 
subsequently  charged  with  three  offences 
of  supplying  a  therapeutic  substance 
against  a  NHS  prescription  when  there 
was  no  pharmacist  in  personal  control  of 
the  business.  He  pleaded  guilty  at  Cardiff 
magistrates  court  and  was  fined  £25  on 
each  offence  and  ordered  to  pay  £25  costs. 

Mr  Josselyn  Hill  said  the  prosecution 
followed  a  routine  visit  by  a  Society  in- 
spector in  June  last  year.  The  inspector, 
Mr  D.  G.  Jones,  said  he  spoke  to  the 
pharmacist,  Miss  Gwenfron  Moss,  and 
asked  to  see  her  certificate.  She  told  him 
that  she  had  been  engaged  in  missionary 
work  for  many  years  in  China  and  that  her 
certificate  had  been  destroyed  by  the 
Communists. 

She  told  him  that  she  returned  to  Britain 
in  1965  to  retire  and  he  subsequently  dis- 
covered that  she  had  not  been  a  full 
member  of  the  Society  since  1938.  When 
Mr  Ladd  returned  from  holiday  he  admit- 
ted that  he  had  not  interviewed  her  for 
the  job  but  had  taken  his  wife's  word  that 
she  was  qualified.  He  had  arranged  to 
pay  her  £30  for  her  week's  work. 

Sir  Gordon  said  the  fact  that  Miss  Moss 
qualified  in  1920  inferred  that  she  could 
not  be  far  short  of  80  years  of  age.  "We 
cannot  help  but  be  left  with  the  impression 
that  Mr  Ladd  knew  perfectly  well  that  she 


Fergusson  would  "put  himself  in  peril". 

Mr  Josselyn  Hill,  for  the  Society,  said 
the  matter  first  came  to  the  attention  of  the 
Council  in  1974,  and  it  was  made  clear  to 
Mr  Fergusson  that,  in  their  view,  the 
trade  name  was  unacceptable.  Mr 
Fergusson  had  maintained  that  the  com- 
pany was  entitled  to  use  it.  The  original 
complaint  related  to  the  company's  pre- 
mises at  Handforth  and  Altrincham,  and 
later  the  trade  name  appeared  on  two 
shops  at  Chester. 

Mr  Fergusson  told  the  Committee  that 
"Fergusson's  the  Chemist"  was  registered 
with  the  Registrar  of  Business  Names  as 
their  trade  name.  In  using  the  word  "the" 
he  was  not  saying  his  chemist's  shop  was 
any  better  than  anyone  else's.  After  he  had 
received  the  notice  of  inquiry  from  the 
Society   he    had   had    the    word  "the" 


was  not  qualified  and  in  these  circum- 
stances we  must  infer  that  he  was  prepared 
to  take  a  chance  that  everything  would  be 
all  right  while  he  was  on  holiday."  Sir 
Gordon,  added  that  the  Committee  also 
drew  that  inference  from  the  fact  that  he 
paid  Miss  Moss  £30  a  week.  "I  am  told 
by  my  professional  colleagues  that  it  is 
quite  unthinkable  that  any  qualified  phar- 
macist would  be  prepared  to  take  over  a 
busy  pharmacy  for  a  figure  anything  like 
that." 

Also  severely  reprimanded  was  Mr 
Leslie  Kerr,  Isle  of  Man,  who  had  been 
fined  £40  on  two  charges  of  theft — one  of 
£2  in  cash,  the  other  of  £1 — from  the 
Co-operative  pharmaceutical  department 
at  Birkenhead  where  he  was  locum.  It 
was  said  in  evidence  he  had  been  seen  by 
a  security  officer  to  ring  up  an  incorrect 
amount  then  put  a  £1  note  into  his  pocket. 
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covered  by  board  on  three  of  the  premises 
and  removed  from  a  fourth.  That  was 
the  situation  today. 

A  pharmacist  who  had  at  one  time 
turned  to  drugs  to  relieve  work  pressures, 
was  reprimanded  by  the  Committee.  In 
July  1975  an  inquiry  into  the  conduct  of 
Mr  John  David,  New  Road,  Ascot,  had 
been  adjourned  for  a  year.  Sir  Gordon 
had  then  said  that  Mr  David  had  been 
taking  "quite  fantastic"  quantities  of 
amphetamines.  A  member  of  the  Thames 
Valley  drugs  squad  had  told  the  Commit- 
tee that  he  had  admitted  taking  6,580 
Drinamyl  and  Dexedrine  tablets  in  eight 
months.  In  evidence  Mr  David  had  said 
that  he  had  been  under  great  pressure  of 
work  and  had  foolishly  decided  to  take 
drugs  to  help  his  concentration. 

On  Monday  Mr  S.  N.  Williams,  an 
inspector  of  the  Society,  said  that  since  the 
last  hearing  neither  he  nor  the  police  had 
anything  to  complain  about  and  Mr 
David's  business  was  being  well  con- 
ducted. In  reply  to  a  member  of  the 
Committee,  Mr  David  said  that  his  health 
was  good  and  he  was  taking  no  drugs;  he 
had  no  pressure  or  worry. 


The  Queen's  Award  for  Export 
Achievement  being  received  on  behalf 
of  The  Wellcome  Foundation  Ltd  by 
two  long-serving  employees:  Mrs  Nellie 
Frith  who  has  been  engaged  in  the 
filling  of  insulin  at  Dartford  for  42  years 
and  Mr  Jack  Rippon  (right),  export 
services  manager  at  Berkhamsted. 
The  presentation  was  by  Lord  Astor  of 
Hever,  Lord  Lieutenant  of  Kent 


'Observer'  apologises  for  slur 

"We  apologise  to  the  many  pharmacists 
and  to  the  Pharmaceutical  Society  who 
have  protested  to  us  about  the  slur  on 
their  profession",  the  editor  of  The 
Observer  wrote  in  last  Sunday's  edition. 
The  apology  relates  to  the  implication  in 
an  article  in  the  previous  edition  (see  C&D 
last  week,  p68)  that  many  pharmacists 
wilfully  fail  to  supply  the  full  quantity 
prescribed  on  NHS  prescriptions. 

The  reply  by  the  Pharmaceutical 
Society's  president  was  not  published  by 
The  Observer,  but  three  other  replies  were. 
One  cautioned  the  public  against  the  "do- 
it-yourself"  interpretation  of  prescriptions 
advocated  by  Pam  Parker  in  the  article. 
They  should  be  clearer  about  grams  and 
milligrams  "than  Pam  Parker  obviously 


on  profession 

is",  know  about  original  pack  sizes  and 
study  the  Drug  Tariff  for  maximum  per- 
mitted quantities,  writes  pharmacist  Sarah 
Byrt.  She  also  points  out  the  workings  of 
the  Drug  Testing  Scheme  and  the  patient's 
opportunity  to  complain  to  the  FPC. 

The  Observer  editor  admits  that  the 
writer  of  the  article  was  "describing  one 
incident  from  her  own  experience,  and 
reporting  one  doctor  who  described  it  as 
'common  practice'." 

□  The  latest  National  Pharmaceutical 
Union  Supplement  stresses  that  it  is  not 
enough  to  tell  a  patient  verbally  when  a 
prescription  has  been  incompletely  filled. 
There  should  be  a  written  note,  prefer- 
ably stuck  to  the  container,  that  there  is  a 
balance  to  be  collected. 


Pharmacist  locum  was  not  registered 
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ICML  move 
to  Wilts 
celebrated 

The  opening  of  Numark's  new  administra- 
tive offices  was  celebrated  by  a  gathering 
of  retailers,  manufacturers  and  whole- 
salers at  51  Boreham  Road,  Warminster, 
Wilts,  on  July  14.  Visitors  were  entertained 
and  shown  round  the  new  premises, 
which  stand  in  two  acres  of  ground  pro- 
viding the  organisation  with  the  possibility 
of  future  expansion  of  their  facilities 
and  services  offered  to  Numark  members. 

Welcoming  visitors,  Mr  Hugh  Butler, 
chairman  ICML,  said  one  reason  for  the 
celebration  was  to  enable  everybody  to 
"get  to  know  each  other".  Retailers,  manu- 
facturers and  wholesalers  had  one  common 
objective,  that  of  increasing  the  indepen- 
dent retail  chemists'  share  of  the  OTC 
market  which  must  in  future  continue  to 
play  an  important  part  in  the  structure  of 
pharmacy.  He  continued:  "In  order  to 
succeed,  we  need  not  only  an  efficient 
distribution  system,  but  also  an  effective 
marketing  resource  to  convince  the  public 
that  the  products  we  supply  are  available 
at  competitive  prices,  not  only  from  the 
big  retail  chains,  but  also  from  the  inde- 
pendent chemist.  Numark  has  been  formed 
to  provide  that  marketing  resource." 

Numark's  success 

Mr  Butler  also  paid  a  tribute  to  those 
who  were  instrumental  in  forming  NPU 
(Marketing)  Ltd,  particularly  mentioning 
Messrs  Harold  Moss,  Joe  Wright,  David 
Sharpe,  Donald  Royce  and  Allen 
Aldington.  Numark  however,  could  not 
have  progressed  without  the  driving  force 
of  Arthur  Trotman  and  his  team  of  execu- 
tives and  staff  now  based  at  Warminster. 
Since  the  relaunch  of  the  group  trading 
organisation   under  the  Numark  symbol 

Mr  G.  Elliott,  Wilkinson  Sword  (left) 
presents  to  Mr  Hugh  Butler  a  specially 
made  and  engraved  sword  depicting  the 
Battle  of  Tewkesbury  1471 


the  membership  had  steadily  increased  and 
there  were  now  close  to  2,000  Numark 
retailers.  When  comparing  volume  sales 
achieved  by  the  first  five  national  pro- 
motions compared  in  1975  with  the  first 
five  national  promotions  in  1976  to  date, 
Numark  sales  volume  showed  an  increase 
of  138  per  cent. 

Mr  Trotman  claimed  that  Numark 
national  promotions  were  now  being  sup- 
ported consistently  by  at  least  85  per  cent 
of  all  Numark  members  compared  with 
55  and  65  per  cent  in  the  previous  year. 
During  the  evening,  Mr  Geoff  Elliott, 
Wilkinson  Sword  Ltd,  to  mark  the  occa- 
sion, presented  Mr  Butler  with  a  specially 
forged  sword  that  is  to  be  hung  in  the 


Existing  prescription  and  other  health 
service  charges  "could  reasonably  be 
increased  in  line  with  prices",  and  NHS 
pay  beds  retained  with  a  combined  saving 
of  perhaps  £60m-£ 80m  a  year  as  a  means 
of  extra  finance  for  the  NHS  according  to 
a  booklet  published  on  Monday  by  the 
Conservative  Party.  The  booklet  also 
argues  that  a  national  lottery — such  as  in 
France  and  the  Republic  of  Ireland — 
could  provide  further  finance  at  no  extra 
cost  to  the  State. 

The  booklet — Social  Welfare:  Striking 
a  Balance,  by  Mr  C.  Mockler,  No  14  in 
the  Politics  Today  series  (Conservative 
Central  Office,  32  Smith  Square,  London 
SW1,  £0-20) — examines  the  way  demands 
on  the  NHS  have  changed  in  the  past,  and 
are  likely  to  do  so  in  the  future,  and 
comes  to  the  conclusion  that  the  maximum 
that  could  be  obtained  from  non-State 
finance  seems  unlikely  to  obviate  the  need 
for  the  bulk  of  NHS  costs  to  be  met  by 
the  taxpayer.  Although  there  is  evidence 
that  the  NHS  is  dealing  with  more 
patients  more  efficiently,  the  author  feels 
that  two  major  criticisms  of  the  recent 
administration  reorganisation — extra  ad- 
ministrative work  and  the  difficulty  in 
obtaining  decisions — would  have  to  be 
tackled  ,  "possibly  by  streamlining  or 
abolishing  one  of  the  administrative  tiers." 
Other  recommendations  include  a  sig- 
nificant extension  of  the  private  sector  in 
medicine  and  the  amalgamation  of  health 
and  personal  social  services  under  one 
authority. 

□  Press  speculation  this  week  on  possible 
cuts  in  the  Department  of  Health's  budget 
include  rises  in  spectacles  and  dental  fees 


entrance  hall  of  the  new  premises  and 
bear  a  plaque  referring  to  the  opening 
ceremony. 

Numark  sales  training 

The  newly  increased  sales  force  of  H.  B. 
Dorling  (Macarthys  Numark  subsidiary) 
together  with  Mr  David  Savory,  director, 
and  Mr  E.  Masters,  sales  manager,  re- 
cently attended  a  two-day  training  course 
at  ICML  headquarters.  Emphasis  was 
placed  on  display  and  merchandising  so 
that  Numark  members  in  turn  could  be 
advised.  Among  the  speakers,  the  course 
members  heard  Mr  Geoffrey  Bain  (Lewis 
Smith  Ltd.  Hereford)  say  that  Numark  was 
an  absolute  life  line  for  all  independents. 


— but  not,  according  to  the  Guardian, 
prescription  charges,  which  are  now 
"politically  impossible  for  a  labour 
Government".  Other  ideas  include  holding 
down  the  drugs  bill  and  merging  district 
health  authorities. 

Pharmaceutical  services— 
NHS  share  still  falling 

Pharmaceutical  services'  share  of  the  total 
NHS  expenditure  is  expected  to  fall  to 
about  8-4  per  cent  in  1975-76.  The  share 
has  fallen  from  9-4  per  cent  in  1973  to 
9  per  cent  (£353m)  in  1974,  according  to 
an  Office  of  Health  Economics  report, 
"The  cost  of  the  NHS,"  published  on 
Monday.  Hospital  services  in  1974  accoun- 
ted for  a  record  67  per  cent  of  total 
expenditure. 

NHS  costs  in  1975  (at  1975  current 
prices)  exceeded  £5,000  million,  "The  cost 
of  the  NHS,"  indicating  that  the  propor- 
tion of  UK  gross  national  product  spent 
on  the  NHS  was  about  5-4  per  cent  in 
1975,  compared  with  5  3  per  cent  in  1974 
and  about  4-8  per  cent  in  1973.  OHE 
predicts  that  Britain  will  continue  to  spend 
far  less  of  its  total  income  on  health  care 
than  do  other  comparable  Western  nations 
and  the  proportion  of  gross  national  pro- 
duct devoted  to  the  NHS  may  well  fall  by 
the  end  of  the  decade. 

□  Chemist  contractors  in  England  during 
February  dispensed  a  total  of  26,606,812 
prescriptions  (16,493.971  forms)  at  a  total 
cost  of  £35,701,847— an  average  of  £1-34 
per  prescription. 


Conservative  views  on  NHS  finance 
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People 


Miss  Mary  Tracey,  MPSI,  quaJity  control 
manager,  Rice  Steele  &  Co  Ltd,  Tallaght, 
is  representing  Ireland  as  an  athlete  in  the 
Montreal  Olympic  Games.  She  holds  the 
Irish  record  for  the  800,  1,500  and  3,000 
metres  and  represented  Ireland  in  the  1972 
Olympics. 

Mrs  Ida  Andrews,  MPS,  Kings  Lynn,  has 
completed  50  years  as  a  pharmacist  and 
to  mark  the  occasion  she  was  presented 
with  a  glass  decanter  from  colleagues  and 
friends  at  a  dinner  at  the  Duke's  Head 
Hotel,  Kings  Lynn.  Mrs  Andrews  started 
he  career  in  Rotherham  and  in  the  last 
war  she  moved  to  Kings  Lynn,  opening  her 
own  shop  in  Norfolk  Street  which  she  ran 
for  some  20  years  until  1965.  She  still 
works  as  a  part-time  and  holiday  relief 
pharmacist  with  Boots  in  Kings  Lynn. 


Deaths 

Baxter:  Recently,  aged  68,  Mr  William 
Harold  Baxter,  MPS,  110  Upperton  Road, 
Leicester.  Qualifying  in  1929,  Mr  Baxter 
ran  his  own  business  in  Fosse  Road  South, 
Leicester,  from  1932. 

Coulter:  Recently  in  his  70th  year,  at  his 
home,  Mr  James  Coulter,  MPSNI,  456 
Ravenhill  Road,  Belfast.  Qualifying  in 
1932,  he  was  associated  with  hospital 
pharmacy  for  over  40  years,  previous  to 
his  retiring  from  his  position  of  chief 
pharmacist  at  Belfast  City  Hospital  a  few 
years  ago.  Mr  Coulter  is  survived  by  his 
wife  Janet. 

Osborne:  Suddenly,  whilst  on  holiday,  Mr 
John  Philip  Osborne,  MPS,  18  St  Giles 
Avenue,  Scartho,  Grimsby,  aged  41  Mr 
Osborne  took  an  active  interest  in  Grimsby 
affairs,  was  a  Freemason  and  was  also  a 
member  of  the  local  and  regional  com- 
mittees of  the  Pharmaceutical  Society. 
Stainton:  Suddenly  on  July  13,  Mr  David 
William  Stainton,  MPS,  branch  manager, 
Vestric  Ltd,  Preston  branch,  Fletcher 
Road,  Preston  PR1  7 AD.  Mr  Stainton 
qualified  in  1963. 


News  in  brief 


□  The  index  of  retail  prices  for  all  items 
for  June  was  156-0  (January  1974=100) 
representing  an  increase  of  0-5  per  cent 
on  May  and  of  13-8  per  cent  over  the  year. 

□  The  Medical  Journalists'  Association 
Award  for  1976,  sponsored  by  Reckitt  & 
Colman  Pharmaceutical  Division  was  pre- 
sented last  week  to  Mr  Brian  Inglis  for 
his  book  "The  forbidden  game — a  social 
history  of  drugs".  Mr  Inglis  received  a 
certificate  and  a  cheque  for  £400. 

□  The  sale  of  contact  lens  solutions  in 
Israel  is  to  be  restricted  to  pharmacies  in 
order  to  provide  quality  control.  A  recent 
issue  of  International  Pharmaceutical 
Abstracts  reports  that  the  Israeli  Ministry 
of  Health  has  classified  wetting  and  clean- 
sing solutions  as  drugs  because  of  poor 
activity  in  the  former  and  lack  of  bacterio- 
static action  in  the  latter. 


Topical  reflections 


BY  XRAYSER 


Review 


Dr  David  Owen,  Minister  for  Health,  has  been  prevailed  upon  to  ask  the 
Medicines  Commission  to  review  the  need  for  a  ban  on  self-service  sales  of 
analgesics,  including  aspirin,  aloxiprin  and  paracetamol  (p68),  and  in  the 
meantime  the  date  proposed  for  implementation  of  Part  III  of  the  Medicines 
Act  is  to  be  deferred.  He  has  decided  on  this  course  of  action  in  the  light  of 
the  many  representations  he  has  received  against  the  proposals. 

Such  have  come  from  different  sources,  and  in  the  House,  Mr  Dudley 
Smith  tabled  a  motion  for  debate  designed  to  call  attention  to  the  proposed 
restriction  on  the  sale  of  analgesic  medicines,  and  to  move  "that  this  House 
is  seriously  concerned  that  proposals  likely  to  be  implemented  by  the 
Department  of  Health  and  Social  Security  would  virtually  ban  the  sale  of 
simple  analgesic  medicines  in  supermarkets  and  self-service  outlets,  thus 
hampering  consumer  choice  to  a  marked  degree  and  placing  extra  strain  on 
NHS  facilities."  Consumer  choice,  presumably,  refers  to  where  the  public 
does  its  shopping  and  not  to  the  nature  of  the  medicament,  and  some  of  the 
"simples"  are  "compound". 

The  purpose  of  the  proposals,  in  the  first  place,  was  protection  of  the 
public,  but  other  considerations  now  intrude.  A  manufacturer  of  analgesics 
on  a  large  scale,  when  told  of  the  decision  to  have  the  matter  reviewed,  said 
that  it  was  a  very  encouraging  development.  They  were,  he  went  on. 
particularly  disturbed  at  the  proposals  on  sales  by  self-service  or  self- 
selection  which  he  felt  would  drastically  reduce  the  number  of  outlets 
handling  their  products  leading  to  a  fall  in  sales,  reduced  production  and  a 
consequent  threat  to  jobs. 

But  the  spokesman  did  say  that  his  company  completely  shared  the 
Government's  concern  over  safety,  referring  to  the  use  of  "safety  packs". 
He  referred  also  to  the  firm's  investment  in  new  buildings.  Despite  the 
passing  reference  to  safety,  there  is  evident  concern  over  the  economic 
effect  on  the  company  of  a  drastic  reduction  in  the  number  of  outlets 
handling  its  product  and  one  must  try  to  assess  the  consideration  which 
seems  to  weight  more  heavily. 

The  speaker  said  that  "when  legislation  seemed  so  often  to  be  raced 
through  irrespective  of  problems  and  objections  by  those  affected"  it  was 
encouraging  to  have  their  views  considered.  There  does  not  appear  to  be 
undue  haste  in  this  particular  case.  It  is,  after  all,  the  1968  Act. 


Council  meeting 


The  July  meeting  of  the  Council  of  the  Pharmaceuticai  Society  was  of 
considerable  interest,  since  a  good  deal  of  time  was  devoted  to  the  subject 
of  Council  elections.  Following  the  assurance  from  Mr  D.  F.  Lewis  that  the 
voting  procedure  under  the  single  transferable  vote  system  had  been  devised 
in  such  a  way  as  to  be  easily  understood  by  even  an  illiterate  electorate,  one 
was  left  wondering  why  so  many  members  of  Council  were  apparently 
dissatisfied  with  a  system  which  they  had  themselves  accepted,  especially 
as  (Mr  J.  P.  Kerr  pointed  out)  it  had  been  agreed  that  it  would  be  tried  for 
three  years  before  making  an  assessment.  The  Council  decided  that  the 
stages  in  vote-counting  in  the  recent  election  should  be  published. 

It  may  be  that  some  members  of  Council  were  not  aware  of  the  course 
they  had  embarked  upon,  and  in  that  I  am  sure  they  do  not  stand  alone.  The 
subject  of  canvassing  by  candidates  was  also  discussed,  and  I  am  glad  to 
note  that  the  Council  finally  agreed  to  continue  the  policy  of  recent  years. 

I  agree  with  Mr  J.  C.  Bloomfield  that  there  is  ample  time  for  correspondence 
during  the  rest  of  the  year.  I  hope  that  would-be  candidates  and  sitting 
members  will  take  advantage  of  the  opportunity  offered  so  that  we  know 
more  of  them  than  we  can  learn  in  the  short  burst  in  the  "lead-up". 
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Westons  speed  up  creation 
of  their  new  'image' 


Development  of  a  corporate  image,  a  new 
logo  which  omits  the  title  "chemist", 
radio  and  Press  advertising,  larger  stores, 
more  own  brands,  and  an  extension  of 
"value"  pricing — all  these  are  part  of  new- 
look  Westons  retailing  activities  unveiled 
last  week. 

A  new  pharmacy  at  Holborn,  London, 
opening  in  October  and  replacing  an 
existing  unit  nearby,  will  be  the  first  to 
reflect  the  new  image,  and  among  those  to 
follow  is  one  of  6,000  sq  ft  selling  area  at 
Exeter,  which  will  be  Westons'  biggest. 

Many  of  the  changes  were  in  the  pipe- 
line before  the  takeover  of  Weston 
Pharmaceuticals  by  Dixon  Photographic, 
but  the  process  has  been  speeded  up  and 
extended  through  use  of  Dixon's  specialist 
departments. 

At  the  top  there  have  been  many  struc- 
tural and  management  changes  and 
Westons  Chemists  is  now  one  of  three 
separate  operating  subsidiaries,  the  others 
being  Barclay  and  Son  and  Tobacco  Pro- 
ducts. The  Westons  Chemists  board 
includes  four  pharmacists — Brian  McElroy 
(managing  director),  Mike  Whittam  (retail 
sales  director),  Bill  Mallinson  (personnel 
director  and  pharmacy  superintendent) 
and  Ian  Heron  (general  manager,  Sheffield 
distribution  and  office  complex).  They  are 
joined  by  John  Ramsay  (marketing  direc- 
tor) and  Tony  Burkhill  (finance).  The  aim 
is  to  centralise  management  and  all  func- 
tions of  marketing,  inventory  control,  and 
personnel,  will  eventually  be  dealt  with 
from  Edgware.  The  area  manager's  situa- 
tion remains  the  same  but  his  role  will 
gradually  change,  leaving  him  responsible 
for  the  efficiency  of  the  retail  operations 
at  local  level  and  for  ensuring  that  strict 
standards  of  pharmaceutical  practice  and 
merchandise  presentation  are  maintained. 

Low-price  policy 

In  May,  Westons  launched  an  "everyday 
low  price"  campaign ;  this  resulted  in  a 
considerable  increase  in  sales  of  over  the 
counter  products.  The  second  phase  of  the 
operation  is  to  be  brought  forward  to 
August /September,  some  four  months 
earlier  than  anticipated.  A  major  develop- 
ment, already  well  advanced,  is  the  move 
into  media  advertising  to  bring  to  the 
attention  of  the  consumer,  Westons 
"value"  prices  and  further  awareness  of 
the  trading  name.  Radio  advertising  is 
planned  as  an  addition  to  Press.  Further 
inventory  reduction  is  under  way,  based 
on  sales  data  received  from  a  new 
computer  programme. 

With  a  redesigned  type-style  completed 
(with  the  elimination  of  the  "W"  logo 
and  the  word  "chemist"),  "own  brand" 
products  are  to  be  developed  vigorously, 
the  first  area  tackled  being  patent  medi- 
cines, followed  by  baby,  homebrew, 
toiletries  and  cosmetics. 
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Westons'  new  logo  and  frontage, 
reproduced  from  an  artist's  colour 
impression — blue  fascia  with  yellow 
lettering  on  the  logo 

Westons  say  they  are  firmly  committed 
to  the  idea  that  the  branches  will  be 
managed  by  pharmacists,  but  recognise 
the  necessity  of  ensuring  that  the  pharma- 
cist is  an  effective  manager.  Training  for 
pre-registration  students  and  young  phar- 
macists will  continue  (some  50  branches 
are  approved  for  pre-registration  training) 
and  plans  for  more  training  for  branch 
managers  are  well  advanced — a  group  will 
shortly  start  a  management  development 
programme  designed  specifically  for  larger 
branches. 

Greater  sales  area 

At  the  time  of  the  acquisition  by  Dixons, 
Westons  were  planning  to  improve  their 
trading  image  and  increase  sales  areas 
with  new  sites,  re-sites  and  extensions, 
but  Dixon's  resources  have  made  it 
possible  to  speed  up  the  process.  The  aim 
has  also  been  to  produce  a  corporate 
image  easily  recognisable  by  the  public, 
and  to  provide  an  attractive  shopping 
environment.  This  has  been  achieved  by 
using  distinctive  styles  of  shop  front, 
colour  schemes,  fittings,  counters,  type- 
faces, ceilings,  floors,  lighting,  etc. 

The  shop  front  design  makes  use  of 
receding  fins  with  a  dominant  blue  fascia 
and  full  height  glazing,  giving  clear  vision 
into  the  store.  Inside,  the  colour  scheme, 
based  on  blue,  silver  and  yellow,  is  used 
in  all  aspects  of  the  interior  fittings  from 
the  silver  luxalon  aluminium  slat  ceiling, 
through  the  wall  fittings,  counters, 
gondolas  to  deep  pile  carpeting. 

The  first  branch  incorporating  the  new 
image  will  be  at  Holborn  and  further  new 
units  will  open  shortly  after  that  at 
Cobham,  Witney,  Fareham,  Chapeltown, 
Exeter  and  Bitterne,  Coleford,  Cowden- 
beath and  Glenrothes ;  extensions  to 
existing  units  at  Kingstanding,  Henbury 
and  Keyworth  will  also  be  completed  by 
the  end  of  the  year.  Modernisation  of 


some  30  other  existing  stores  is  planned 
during  the  next  twelve  months. 

Among  areas  of  co-operation  with 
Dixon's  is  computerisation.  A  complete 
survey  is  at  present  being  conducted  with 
a  view  to  introducing  within  the  next  12 
months  full  computer  control  over  all 
centrally-distributed  merchandise.  This 
will  work  on  a  branch  indent  system 
initially  but  will  have  the  capability  (from 
simple  stock  reporting)  to  calculate  and 
produce  orders  for  individual  lines  for 
each  branch. 

Dixons  have  also  taken  over  photo- 
graphic D&P  for  Westons  and  their  repair 
facilities  are  available  to  Weston  custo- 
mers. Dixon  exclusive  products  are  being 
sold  in  some  20  Weston  stores  with 
extensive  photographic  departments. 

Westminster  report 

'Many  thousands'  were 
treated  with  Eraldin 

Answering  Commons  question  on  Eraldin 
last  week,  Dr  David  Owen,  Minister  of 
State  for  Health,  revealed  that  sales  of  the 
drug  amounted  to  around  250,000  patient 
years  of  treatment,  so  many  thousands  had 
been  treated  with  it. 

A  detailed  review  of  reports  to  the  Com- 
mittee on  Safety  of  Medicines  showed 
that  14  patients  had  died — in  12  of  those, 
damage  to  the  gut  was  found  at  operation, 
and  the  others  had  severe  skin  reactions 
but  were  also  treated  with  other  drugs. 
Detailed  information  of  the  numbers 
suffering  disability  was  not  available,  but 
the  CSM's  comparative  index  of  adverse 
reactions  currently  showed  60-70  cases  of 
sclerosing  peritonitis  and  nearly  500  cases 
of  eye  reactions  and  the  same  number  of 
skin  reactions. 

The  animal  studies  "which  were  carried 
out  in  a  satisfactory  manner"  did  not 
predict  the  drug's  hazards. 

Dr  Owen  said  he  believed  that  the 
present  control  system  was  "well  designed 
and  generally  effective"  but  he  added : 
"No  system  is  perfect  and  we  shall  con- 
tinue to  seek  improvements."  He  also 
revealed  that  he  has  asked  the  CSM  "to 
look  into  a  number  of  specific  issues 
related  to  the  restricted  use  of  Eraldin." 

Sunflower  seed  oil  trial 

The  Multiple  Sclerosis  Society  is  sponsor- 
ing a  three-year  clinical  trial  at  Newcastle 
Royal  Infirmary  into  the  claimed  beneficial 
effects  of  sunflower  seed  oil  in  multiple 
sclerosis,  Mr  Fred  Mulley,  Secretary  for 
Education,  said  in  reply  to  a  question. 

Sterile  water  imports 

NHS  demand  for  non-injectable  sterile 
water  is  now  being  met  without  the  need 
for  imports,  Dr  David  Owen  told  Mr  John 
Cordle.  The  principle  British  manufac- 
turer was  now  producing  approximately 
300,000  litres  a  month.  However,  health 
authorities  still  had  small  quantities  of 
imported  stocks  available  for  sale. 

'Prescribing'  Bill  again  fails 

The  Medical  Practitioners  (Restriction  of 
Right  to  Prescribe)  Bill  again  failed  to 
receive  a  second  reading  in  the  Commons 
last  week.  No  new  date  has  been  set. 
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New 
products 


Cosmetics  and  toiletries 

US  favourite  for  UK 

Jontue,  a  best-selling  Revlon  fragrance 
in  the  United  States,  is  being  introduced  to 
Britain.  Eau  de  toilette  (sprays — 85g.  £4  50, 
21g,  £1-95,  74cc,  £2-95),  body  silk  (74cc, 
£2-25)  and  body  powder  (140g,  £5-50)  will 
be  available  from  September.  The  floral 
fragrance  of  jasmine,  tuberose,  honey- 
suckle and  jonquil  with  deeper  notes  of 
coriander,  carnation,  sandalwood  and 
patchouli  is  "for  the  girl  who  wants 
romance  with  a  capital  R",  far  removed 
from  currently  fashionable  citrus  blends 
(Revlon  International  Corporation,  86 
Brook  Street,  London  W1Y  2BA). 

Bardot's  product 

Goya  have  unveiled  their  new  fragrance 
for  men,  Zendiq,  available  from  mid- 
September  as  Cologne  (£2-95),  after  shave 
(75cc,  £2-45,  120cc,  £3-45),  talc  (£1-25) 
and  soap-on-a-rope  (£1-50).  The  name, 
used  by  ancient  civilisations  to  describe 
men  who  were  ostracised  for  their  strong 
beliefs,  is  said  to  convey  Brigitte  Bardot's 
"mystery,  independence,  charisma  and 
individuality"  and  the  heavy  silver  bottle 
caps  are  embossed  with  the  ancient  symbol 
of  the  spirit  of  life.  Chunky  deep  faceted 
bottles  of  Cologne  and  after  shave  are 
being  marketed  in  clear  acetate  boxes  (see 
lower  picture  in  next  column). 

Miss  Bardot  is  said  to  appeal  to  both 
sexes  "because  women  don't  regard  her  as 
a  threat"  and  she  will  be  telling  television 
audiences  "I  know  my  man,  and  he  wears 
Zendiq."  The  fragrance  has  a  fresh  green 
top  note  of  vetivert,  iris  absolute  and 
Sicilian  lemon,  with  a  "deeper,  more  virile 
character"  achieved  with  tobacco  and 
chypre  (Goya  International  Ltd,  Badmin- 
ton Court,  Amersham,  Bucks  HP7  ODE). 

Max  Factor  ranges 

In  mid-August,  waterproof  Shadow  Play 
pressed  powder  for  eyes  (£0-50)  is  being 
introduced  by  Max  Factor,  in  shimmer- 
ing shades  of  seascape  frost,  blue  lagoon, 
midnight  jade,  gentle  blue  frost,  pistachio 
ice,  water  ice,  seashine  turquoise  and 
frosted  driftwood. 

Perfumed  bath  essences  are  being  added 
to  the  Stevie  B  range  (75ml,  £1-95)  and  in 
Blase  (75ml,  £1-75)  from  September,  with 
a  larger  size  perfume  concentrate  for  Blase 
(75ml,  £2-70)  and  Stevie  B  dusting  powder, 
boxed  with  puff  (£2-50).  Roll-on  lipsticks, 
in  slim  glass  bottles,  Lip  Blazers  {£0-60) 
are  launched  at  the  same  time,  in  copper, 
chestnut,  scarlet,  amber,  claret  and  ruby. 

Available  in  the  Ultralucent  range  in 
September,  will  be  double  rich  lipstick 
colours  rich  wineberry,  rose  parfait,  and 
merida  rose;  double  frost  shades  for  lips 
are  racy  red,  really  red  and  deep  damson ; 
nail  enamels  are  in  careless  coral,  pink 
whisper,  ripe  cherry,  merida  red,  biscuit 


and  natural,  and  enriched  eye  shadow 
cremes  in  gold  dust,  silver  shine  and  aqua 
frost  (Max  Factor  Ltd,  16  Old  Bond  Street, 
London  W1X  4BP). 

Perfumes  in  black  glass 

Jacomo  Perfumes,  a  young  French  per- 
fume house,  are  presenting  Chicane  and 
Eau  Cendree  to  the  UK,  with  black  glass 
cube  bottles,  inspired  by  sculpture  in  the 
Modern  Art  Museum,  New  York. 

A  "very  sensuous  fragrance,"  Chicane 
will  be  available  as  perfume  (£4-99-£13), 
eau  de  toilette  (£4-99-£17-60)  and  soap 
(£1-40).  The  Eau  Cendree  range,  origin- 
ally created  for  men  but  adopted  by  many 
women,  includes  eau  de  toilette  (£4-70- 
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£15-99),  after-shave  (4oz,  £4-70)  and  soap 
(£1-40).  Perfumes  and  eaux  de  toilette  are 
natural  fragrances  and  sprays  rather  than 
aerosols  have  been  included  in  the  ranges, 
because  a  propellant  gas  would  "alter  the 
fragrance  and  change  the  natural  note  of 
the  creation"  (Fontarel  Ltd,  Servier  House, 
Horsenden  Lane  South,  Greenford,  Middle- 
sex UB6  7PW). 

Juvena  for  oily  skin 

A  tinted  clearing  night  cream  (50cc,  £1  -40) 
and  fluid  make-up  (20cc,  £1-15)  in  three 
shades — cool  beige,  desert  sand  and  dark 
beige — are  being  added  to  the  Miss  Juvena 
range  for  blemished  skin,  in  September. 

Juvena  say  dermatological  research  has 
shown  highly  degreasing  products  incite 
the  skin  to  produce  more  sebum  secre- 
tions, but  their  slightly  antiseptic  formula- 
tions do  not  dry  out  the  skin  while  slowing 
down  sebum  production  (Juvena  (GB)  Ltd, 
27  Albermarle  Street,  London  Wl). 

Sun  cream  for  lens  wearers 

Eye  1  moisturising  sun  tan  creme  (£140) 
has  been  formulated  specially  for  the 
contact  lens  wearer.  It  includes  an  ultra- 
violet B  filter  in  a  moisturising  base  that 
minimises  grease  and  oil  build-up  (Alcam 
Pharmaceuticals  Ltd,  16  Child's  Place, 
Earls  Court,  London  SW5). 

Sundries 

Anti-smoking  aid 

A  cigarette  case  with  a  built-in  time  lock 
that  can  be  pre-set  for  up  to  two  hours  is 
being  marketed  as  an  aid  to  reducing 
cigarette  consumption.  Memo-smoke 
(£7-90)  is  being  offered  through  phar- 
maceutical, tobacco,  mail  order  and 
souvenir  retailers  and  is  available  as  a 
private  label  or  with  other  company  names 
embossed  (The  President's  Selection,  St 
Peter's  Road,  Huntingdon.  Cambs). 


Resorption 


DILORAN  suspension  and  tablets 

Manufacturer  Rona  Laboratories  Ltd,  Cad- 
well  Lane,  Hitchin,  Herts 
Description  Suspension  is  white,  pepper- 
mint-flavoured suspension  containing  in 
each  10ml,  magnesium  oxide  320mg, 
aluminium  hydroxide-magnesium  carbon- 
ate co-dried  gel  80mg,  simethicone  25mg. 
Tablets  are  white,  flat,  13mm  in  diameter, 
with  bevelled  edge,  spearmint  flavoured, 
marked  "Diloran"  on  both  faces,  contain- 
ing magnesium  oxide  340mg,  aluminium 
hydroxide-magnesium  carbonate  co-dried 
gel  85mg,  simethicone  25mg 
Indications  for  the  relief  of  dyspeptic 
symptoms  in  conditions  where  antacid- 
antiflatulent  preparations  are  indicated, 
such  as  dyspepsia,  of  functional  or  organic 
origins,  hyperacidity,  hiatus  hernia,  indi- 
gestion, oesophagitis,  gastritis,  and  the 
symptomatic  treatment  of  peptic  ulcer 
Dosage:    Suspension:     adults,    2-4  5ml 


spoonfuls  three  times  daily  between  meals 
and  at  bedtime,  or  as  required;  children 
5-12  years,  1-2  5ml  spoonfuls  three  times 
daily  between  meals  and  at  bedtime; 
infants,  half  to  one  5ml  spoonful  four 
times  a  day. 

Tablets:   adults,  1-2  chewed  or  sucked 
three  times  daily  between  meals  and  at 
bedtime   or   as   required;   children  5-12 
years,  one  chewed  or  sucked  three  times 
daily    between    meals    and    at  bedtime; 
infants,  the  suspension  is  more  suitable  as 
the  dosage  form  is  more  adaptable 
Precautions  As  with  other  antacids,  care 
is  necessary  in  hypophosphataemia,  renal 
failure,  debilitated  states  and  during  the 
first  trimester  of  pregnancy  unless  com- 
pelling   reasons    for    use.  Aluminium 
hydroxide  may  also  form  complexes  with 
tetracyclines  and  reduce  absorption  when 
given  concomitantly 
Storage  No  special  requirements 
Packs  Suspension  300ml  bottles  (£0-80, 
trade);  tablets,  packs  of  36  (£0-50,  trade) 
Issued  August  1 

Changed  Sonalgin  formulation 

The  phenacetin  content  of  Sonalgin  tablets 
from  May  &  Baker  Ltd,  Dagenham, 
Essex  RM10  7XS,  has  been  replaced  with 
paracetamol.  Each  tablet  now  contains 
60mg  butobarbitone,  lOmg  codeine  phos- 
phate and  375mg  paracetamol. 
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Ovysemn  reintroduced 

Ortho  Pharmaceutical  Ltd,  PO  box  79, 
Saunderton,  High  Wycombe,  Bucks  HP14 
4HJ,  are  reintroducing  their  "low  dose" 
oral  contraceptive,  Ovysemn  on  July  28 
(£0  36,  trade  for  "pushpack"  of  4  tablets). 
The  product  was  originally  marketed  last 
October  but  withdrawn  after  tests  on  an 
identical  preparation  in  the  USA  revealed 
that  the  colour  of  a  small  number  of 
tablets  had  faded  on  exposure  to  light  and 
a  few  tablets  had  shown  a  reduced 
ethinyloestradiol  content.  The  formulation 
is  now  presented  as  white,  -J-in  diameter 
tablets  with  flat  faces  and  bevelled  edges 
bearing  the  engraving  "Ortho"  on  each 
face,  containing  0-5mg  norethisterone  and 
0-035mg  ethinyloestradiol;  previously  they 
had  been  pink  in  colour. 

Tampovagan  preparations  to  go 

Tampovagan  PSS,  Tampovagan  lactic  acid 
and  Tampovagan  stilboestrol  (plain) 
(Camden  Chemical  Co)  will  be  discon- 
tinued when  present  stocks  are  exhausted; 
Tampovagan  N  and  SLA  will  continue  to 
be  available.  Norgine  Ltd,  26  Bedford 
Row,  London  WC1R  4HJ,  ask  pharmacists 
to  use  their  existing  stocks  in  the  normal 
course  of  business. 

Aluhyde  distribution  changes 

Distribution  of  Aluhyde  tablets  has  been 
taken  over  by  Sinclair  Pharmaceuticals 
Ltd,  Borough  Road.  Godalming,  Surrey 
GU7  1QY.  A  new  price  structure  applies 
(50  tablets  £0-55  trade,  500  £5-00). 

High  purity  chemicals  leaflet 

A  new  leaflet  on  its  ranges  of  high  purity 
chemicals  has  been  published  by  Micro- 
Image  Technology  Ltd,  Greenhill  Indus- 
trial Estate,  Riddings,  Derby  DE5  4UB. 
The  company  markets  two  ranges  of 
organic  and  inorganic  ultra  pure  chemicals 
— Anylclean  is  filtered  down  to  10  micron 
and  Isoclean  is  subjected  to  an  absolute 
filtration  of  0  2  microns. 

Cleansing  with  Clearasil 

Cleansing  lotion  in  the  Clearasil  range  has 
been  reformulated  with  a  reduced  alcohol 
content  for  sales  from  January  1977. 
Richardson  Merrell  Ltd,  200  Queensmere, 
Slough,  Berks  SL1  1LA,  say  it  is  milder 
and  less  astringent,  but  its  cleansing 
ability  remains  unchanged. 

In  the  past,  it  is  believed,  confusion 
over  Clearasil  products  has  led  customers 
to  dab  cleanser  on  spots,  and  an  adver- 
tising campaign  is  planned  for  the  Autumn, 
to  educate  "the  Clearasil  market".  Clearasil 
shampoo,  introduced  in  the  Granada  area, 
is  no  longer  being  supplied. 

Weleda  butterfly  range 

Butterflies,  colour  coded  to  signify  product 
groups,  decorate  13  redesigned  product 
packs  (50cc  and  lOOcc  sizes,  £0-55-£MO) 
in  the  Weleda  range  distributed  by  Cairn- 
grange  Ltd,  10  Hans  Crescent,  London 


SW1.  "Total  ingredients"  are  listed  on-pack 
for  herbal  shampoo,  herbal  conditioner, 
cleansing  creme  for  dry  and  normal  skin, 
cleansing  milk  for  oily  skin,  toning  lotion, 
astringent  lotion,  night  cream  (75cc,  £1  -50) 
and  extra  rich  night  cream  (75cc,  £2-10). 

The  products  of  the  50  year  old  com- 
pany, which  originated  in  Switzerland,  are 
now  being  distributed  through  large  whole- 
sale organisations,  and  will  be  backed  by 
national  radio  advertising  from  July  26. 

Colours  and  nail  offers  from  Miners 

Miners  colours  available  from  August 
include  pearl  formulated  shadomatic 
(£0  36),  in  blue,  aqua,  green,  lilac,  brown 
and  rust.  Lipshiners  (£0  22)  will  be  intro- 
duced in  pot  o'gold,  lucky  penny,  rosebud, 
and  crystal  clear,  with  nail  colour  addi- 
tions (£0  33) — "with  lots  of  natural  pearl 
essence" — water  lily,  mother  of  pearl,  fire- 
bird and  pumpkin  pearl. 

While  stocks  last  selected  shades  of 
frosted  nail  polish  (£0  33)  are  offered  for 
£0-23,  by  Miners,  Myram  Picker  Ltd, 
Hook  Rise,  Kingston  By-pass,  Surbiton, 
Surrey  KT6  7LU. 

Tangee  colours 

Eye  crayons — silver,  blue  silver,  green 
silver,  pale  blue,  green,  dark  blue — plus 
a  trio  eye  shadow  combination  of  browns, 
and  pearl  eye  shade  alluring  aquarius  are 
extensions  of  Tangee  eye  ranges  from 
Winarick  (UK)  Ltd,  Unit  15,  Heywood 
Industrial  Estate,  Heywood,  Lanes  OLIO 
2RQ.  Also  being  introduced  are  lipstick 
shades — sunglow,  tropicana  and  pink  'un ; 
pearl  nail  enamels — peacock,  shalimar; 
nail  enamel  creams — russett  and  black 
rasberry;  and  liquid  foundations — light 
blush,  light  beige  and  beige. 

PLJ  competition  promotion 

PLI  consumers  are  being  asked  to  place 
a  list  of  six  health  activities  in  order  of 
importance  on  entry  forms  for  a  "beauty 
from  within"  competition  run  by  Beecham 
Foods,  Great  West  Road,  Brentford, 
Middlesex  TW8  9BD.  Two  foil  caps,  either 
from  sharp  or  sweet  PLJ,  must  accompany 
entries  (closing  date  November  31)  and  the 
competition  is  featured  on  labels.  A  range 
of  display  material  is  available  to  stockists, 
and  the  competition  boasts  £1,000  in 
prizes,  including  a  health  farm  holiday. 
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American  excerciser 

The  Body  Trimmer  (£2-99),  an  excerciser 
to  shape  the  body  by  a  progressive  series 
of  isometric  and  isotonic  excercises,  will 
be  advertised  on  Southern  television  during 
the  first  two  weeks  of  August,  and  later  in 
the  month  on  a  wider  scale.  Launched  in 
the  UK  earlier  this  year,  the  excerciser 
was  introduced  through  department  stores 
initially,  with  test  commercials  on  Thames 
and  Anglia  channels. 

The  Body  Trimmer  is  being  marketed 
with  booklets  recommending  body  weights, 
diets  and  excercises,  and  boxed  in  48's. 

A  brightly-coloured  floor  stand  (20  x 
26)  is  available,  and  Film  Company  of 
America  (UK)  Ltd.  Witham  CM8  3TS, 
Essex,  say  any  breakage  through  improper 
use  will  be  replaced.  Body  Trimmers  are 
available  through  Fernan  Sundries,  I.  &  N. 
Rabin.  Vernon  Powell  and  Vestric. 

Price-marked  Body  Mist 

Trade  discounts  are  being  offered  on  Body 
Mist  aerosols  marked  £0-39  (150g,  norm- 
ally £0-57)  and  £0-49  (190g,  £0-70),  until 
mid-September,  in  a  national  promotion 
by  Beecham  Proprietaries,  Beecham  House, 
Great  West  Road,  Brentford,  Middlesex. 

Shop  princess 

A  "princess'  among  shop  girls  will  be 
judged  from  competition  entries  to  Andre 
Philippe,  71  Gowan  Avenue,  Fulham, 
London  SW6  6RJ  before  August  15.  A 
full-length  photograph  and  details  of 
personal  statistics  are  required  and  the 
prize  is  a  week-end  in  Paris  for  two. 

First  television  campaign 

Optone  is  being  advertised  on  television 
for  the  first  time  by  Optrex  Ltd,  Wads- 
worth  Road,  Perivale,  Middlesex.  The 
commercial  will  appear  in  the  Yorkshire, 
Tyne-Tees,  Midlands  and  Lancashire  tele- 
vision areas  during  August  and  the  first 
half  of  September. 

Banana  flavoured  meal 

Meal-in-a-glass  is  now  available  in  banana 
flavour  (£0-49)  from  Simbix  Ltd,  Ashetree 
Works,    Kingston     Road,  Leatherhead, 

Bonus  offer 

Fennings  Pharmaceuticals,  86  Hurst  Road, 
Marsham,  Sussex  RH12  2DT.  Fennings 
junior  aspirin,  12  packs  free  with  36. 
Limited  period. 

Continued  on  p101 

James  Hunt,  winner  of  the  British  Grand 
Prix  at  Brands  Hatch  last  week,  was 
among  Formula  1  drivers  splashed  with 
Denim  aftershave  at  the  event.  The 
sampling  operation  by  D  &  W  Gibbs  Ltd, 
PO  box  1DY,  Portman  Square,  London 
W1  reached  an  estimated  35  per  cent 
of  80,000  spectators 


owuiew 


goesNi 


•Britain's  No.  1  anti- 
dandruff  shampoo  now  has  a 
fabulous  new  fragrance. 

•  7/7  tot  market  in  Anglia  and  ^^^^ 
Southern  it  resulted  in  a  26%  business      \  JSIQf 
Jr        increase  in  only  6  months.  mmmi 

m  Now  launched  in  the  rest  of  the  ^^^^^^^^^^^ 
MAJOR^PROFIT  OPPORTUNITY-SO  STOCK  UP  NOW. 
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SANGERS  LIMITED 

APOCAIRE 

AUGUST  PROMOTIONS 


meesta 

profit 


PROMOTION 

PACK 

NORMAL  COST 

NORMAL 

APOCAIRE 

PRICE 

PRODUCT 

SIZE 

SIZE 

PRICE  EX.  VAT 

R.S.P. 

R.S.P. 

EXCL.VAT 

BRUT  33 

ANTI-PERSPIRANT  SPRAY 

198g 

12 

6.22 

75p 

59p 

5.32 

DEODORANT  SPRAY 

198g 

12 

6.22 

75p 

59  p 

5.32 

CAMAY 

TOILET  SOAP 

Bath 

12 

1.86 

181/2p 

12p 

1.12 

CREST 

TOOTHPASTE 

Large 

12 

2.80 

32p 

21p 

1.82 

Extra-  Large 

6 

1.97 

45p 

29p 

1.28 

CURITY 

SNUGGLERS 

Newborn 

12 

8.15 

78p 

71p 

6.86 

Daytime 

12 

10.35 

99p 

90p 

8.69 

Nightime 

12 

10.03 

96p 

88p 

8.43 

Toddlers 

12 

11.08 

£1.06p 

97p 

9.32 

ESTOLAN 

CONDITIONING  CREAM 

50g 

12 

2.10 

27p 

17p 

1.47 

KLEENEX  TISSUES 

FOR  MEN 

24 

6.525 

291/2p 

5.41 

KOTEX 

NEW  FREEDOM 

10 

12 

2.95 

27p 

2.40 

10 

30 

7.37 

27p 

6.00 

20 

18 

8.66 

53p 

7.10 

PANTY  PADS 

MINI-TOWELS  -  REGULAR 

10 

24 

5.20 

24p 

4.30 

-  SUPER 

10 

24 

5.74 

27p 

4.78 

PEARS 

SHAMPOO  -  STANDARD 

80cc 

12 

2.265 

27p 

21p 

1.84 

-  LARGE 

130cc 

6 

1.675 

40p 

30p 

1.36 

SUPERSOFT 

HAIR  SPRAY 

Standard 

12 

3.135 

38p 

281/2p 

2.43 

Medium 

12 

4.21 

52p 

361/2p 

4.21 

WILKINSONS 

DOUBLE  EDGE  BLADES 

5 

25 

5.82 

37p 

27p 

5.00 

10 

25 

10.70 

68p 

49p 

9.10 

IT  PAYS' TO  DISPLAY 
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Trade 
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The  French  collection 

Over  100  different  styies  and  50  colour 
combinations  for  1977  were  introduced  by 
Solar  of  France  Ltd,  154  Queens  Road. 
Buckhurst  Hill,  Essex,  at  Harrogate  Gift 
Fair,  July  18-22. 

The  range  includes  higher  price  sun- 
glasses to  fill  the  gap  between  their  main 
range  and  their  Nina  Ricci  range,  and  eight 
different  lenses.  Next  seasons'  colours  are 
bold  to  opaque  with  few  mottled  or  multi- 
colour models  and  more  bold  colours  for 
metal  frames,  rather  than  the  traditional 
gold  and  nickel  finishes.  An  enamelled 
effect  has  also  been  created,  by  shapes 
painted  on  gold  or  nickel  intricate  frames, 
with  Solar  say,  "a  Victorian  appeal." 

More  Dylon  dyes  in  the  Securitainer 

The  Securitainer,  designed  and  produced 
by  Johnsen  &  Jorgensen  (Plastics)  Ltd,  is 
to  be  used  in  a  large  sales  expansion  pro- 
gramme in  12  new  markets  overseas  by 
Dylon  International  Ltd,  Worsley  Bridge 
Road,  Lower  Sydenham,  London  SE26 
5HD.  Six  new  colours  in  the  "Wash'n  dye" 
range  are  being  launched  in  the  62  x  90mm 
Securitainer  using  a  standard  white  tube, 
with  closure  coloured  to  match  the  con- 
tents. The  new  colours  are:  Smokey, 
Havana  brown,  Sevillana,  cerise,  saxe  blue 
and  spring  light  (apple  green),  bringing  the 
number  of  colours  in  the  range  to  24.  All 
colours  come  shrink-wrapped  for  inclusion 
on  the  current  display  unit,  together  with 
a  new  shelf-adhesive  colour-indicator  strip. 
A  new  full  colour  sales  leaflet  with  weight- 
and  colour-guide  charts  is  also  available. 

French  Almond  advertised 

Advertisements  for  French  Almond  in 
national  women's  magazines  including 
Woman's  Own,  Cosmopolitan,  19  and 
Loving,  will  be  supported  during  the 
Christmas  period  by  heavy  advertising  in 
the  national  Press.  From  early  August  to 
mid-September  The  House  of  Roberts 
Windsor  Ltd,  Grange  Industrial  Estate, 
Llanfrechfa  Way,  Cwmbran,  Gwent,  are 
also  advertising  their  five  fragrances  on 
Trident  and  Southern  television,  with  the 
theme  "which  one  will  suit  you  best." 

MD4  campaign  continues 

The  award  winning  advertising  campaign 
for  MD4  is  being  continued,  in  Readers' 
Digest,  The  Sunday  Times  and  Observer 
colour  magazines,  Woman,  Sunday 
Express,  Daily  Mail,  TV  Times,  Evening 
Standard  and  medical  journals.  Miles 
Laboratories  Ltd,  Stoke  Poges,  Bucks,  say 
intensive  promotional  and  public  relations 
campaigns  will  include  mailings  and  ex- 
hibitions to  doctors. 

Jackel  Silhouette  sketches 

With  two  modern  styles  in  their  latest 
Silhouette  range,  Jackel  &  Co  Ltd,  Kitty 
Brewster  Estate,  Blyth,  Northumberland, 
say  they  are  breaking  away  from  tra- 


ditionally shaped  toilet  holdalls.  Green  or 
navy  silhouette  sketched  patterns  on  soft 
cotton  match  handles,  zips  and  panels, 
in  the  holdalls  and  purses,  from  September. 

Bumpers  storage  jars 

Bumpers  is  a  new  range  of  storage  jars 
available  from  International  Bottle  Co, 
140  Park  Lane,  London  Wl.  The  475ml 
clear  glass  jars  are  packed  in  clusters  of 
three,  with  five  clusters  to  each  outer 
carton.  They  are  ready  stacked  on  pallets 
in  loads  of  49  cartons  for  bulk  delivery. 

L  de  Lubin  merchandiser 

A  merchandiser,  holding  12  L  de  Lubin 
toilet  water  atomisers  Oioz,  £2-45),  will 
be  presented  as  a  "special  offer"  in  early 
August  by  Lubin  Ltd,  16  Lettice  Street, 
London  SW6  4EM. 

Pyrex  with  Scottowels 

Until  the  end  of  August,  flashed  packs  of 
Scottowels  are  offering  eight  Pyrex  items 
for  £3-99  plus  proof  of  one  purchase. 
Items  have  been  selected  for  wide  appeal 
and  the  Pyrex  image  of  value  for  money 
"complements  that  of  Scottowels",  say 
Bowater-Scott  Corporation  Ltd,  Bowater 
House,  68  Knightsbridge,  London  SW1. 

Apocaire  August  promotions 

Next  month  Apocaire  promotions  will  be 
Brut  33  anti-perspirant  and  deodorant 
sprays,  Camay,  Crest,  Curity  Snugglers, 
Estolan,  Kleenex  for  men,  Kotex  New 
Freedom,  Panty  Pads  regular  and  super 
mini  towels,  Pears  shampoo  (large  and 
standard),  Supersoft  hair  spray  and  Wilkin- 
sons double  edge  blades.  Details  from 
Sangers  Ltd,  Cinema  House,  225  Oxford 
Street,  London  Wl. 

Unichem  offers 

Unichem  promotions  available  August  6- 
27  cover:  Alberto  V05  pH  shampoo, 
Batiste  hairspray,  Bristows  hairspray  and 
shampoo  with  polymer,  Corimist  shampoo 
and  hairspray,  Cossack  hairspray,  Curity 
Snugglers,  the  Denim  range,  Elastoplast 
stretch  fabric  packs,  Farex,  Farlene,  Far- 
leys  baby  rice.  Glucodin,  Harmony  hair- 
spray, Head  &  Shoulders  lotion,  Libresse, 
Listerine,  L'Onglex  polish  remover,  Mac- 
leans indigestion  tablets  and  powder, 
Palmolive  shave  cream — lather  and  brush- 
less,  Radox  liquid,  Setlers,  Signal,  Toni 
home  perm  (wholehead  and  Toni  Tip), 
Twice  as  Lasting  hair  set  and  conditioner, 
and  Vosene  shampoo.  Details  from  Uni- 
chem Ltd,  Crown  House,  Morden,  Surrey. 

Promotions  from  Numark 

Promotions  from  Numark,  running  from 
luly  26-August  7,  will  be  advertised  in  the 
Sun  in  addition  to  the  normal  national 
and  television  advertising,  because  ten 
items  are  being  offered  for  the  first  time. 
Promotional  items  include  Kleenex  Bou- 
tique assorted,  Alberto  V05  shampoo, 
Babettes  disposable  nappies,  Elastoplast 
fabric  and  Airstrip,  Gerber  strained  baby 
foods,  Harmony  hair  colourant,  Quosh, 
Radox  salts.  Imperial  Leather  soap,  Right 
Guard  deodorant,  anti  perspirant  and 
Double  Protection,  and  optional  extras 
include  Eno  fruit  salt  and  Phensic.  Details 
from  Independent  Chemists  Marketing  Ltd, 
51  Boreham  Road,  Warminster,  Wilts. 

Memorex  competition 

EPS,  75  Holloway  Road,  London  N7, 
distributors  of  blank  cassettes  and  tapes, 
are  organising  a  "winter  sunshine  holiday" 
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competition  in  conjunction  with  Memorex 
Consumer  Products.  The  competition,  open 
until  September  30,  involves  answering  six 
simple  questions  and  completing  a  sentence 
stating  why  the  customer  prefers  Memorex 
products  and  the  prize  is  a  seven  night 
continental  holiday  for  two ;  the  wrapper 
from  a  Memorex  product  must  accom- 
pany each  entry.  The  dealer  who  supplied 
the  competition  winner  will  be  entitled  to 
a  similar  prize  or  cash  equivalent. 

Maybelline  television  campaign 

Following  the  January  launch  of  lipsticks 
in  the  Maybelline  range,  Plough  (UK)  Ltd. 
Penarth  Street,  London  SE15  1TR  will  be 
advertising  nationally  on  television  for  the 
second  time,  August  9  for  three  weeks. 

Modo  9p  offer 

A  twin  "money  off  next  purchase"  offer  on 
Daffodil  toilet  tissue  and  household  towels, 
is  being  featured  on  towel  packs  through 
the  summer.  Modo  Consumer  Products, 
Modo  House,  Chichester  Street,  Chester 
CHI  4BP,  claim  this  is  the  "biggest-ever 
money-off  promotion  on  a  kitchen  towel 
pack" — 5p  off  kitchen  towels  and  4p  off 
toilet  tissues. 

'Money-off  from  LR/Sanitas 

Until  the  end  of  August,  LR/Sanitas  Ltd, 
Sanitas  House,  Stockwell  Green,  London 
SW9  9JJ,  are  offering  the  following  price 
reductions:  Wrights  coal  tar  soap  giant,  3p, 
Sandalwood  soap  standard,  2p,  Parador 
disinfectant,  l|p,  and  all  Liquid  Gumption 
in  standard  sizes,  2p.  During  August  and 
September  they  will  be  offering  4p  off 
Fresh  N'  Clean. 

Jeyes  price  reductions 

"Pence-off"  flashed  packs — 2|p  for  Para- 
zone  bleach  and  Brobat  Bloo,  and  Hp 
(l5oz)  or  2jp  off  Sanilav — are  being 
offered  until  early  August  by  Jeyes  UK 
Ltd,  Brunei  Way,  Thetford,  Norfolk. 


on  TV 
next  week 

Ln — London:  M — Midlands:  Lc — Lancashire. 
Y — Yorkshire;  Sc — Scotland;  WW — Wales  and 
West;  So — South;  NE — North-east;  A — Anglia; 
U — Ulster;  We — Westward;  B — Border; 
G — Grampian:  E — Eireann;  CI — Channel  Island 

Anadin:  All  except  E 
Aquafresh:  So 

Brylcreem:  All  except  WW,  E,  CI 

Crest:  All  except  So,  G,  E 

Denim:  All  areas 

Elastoplast:  All  areas 

Euthymol  Original:  Ln,  So 

Fresh  &  Dry:  All  areas 

Liquid  Gumption:  Ln,  So,  A 

J-cloths:  Ln,  So,  A 

Macleans:  All  except  CI,  E 

Mum:  All  except  E 

Pears  foam  bath:  All  except  U,  E 

Lemon  Delph:  Ln,  M,  So,  A 

Ribena:  All  except  U 

Scholl  footsprays:  All  except  Lc,  Y,  U,  E 

Slender:  All  except  E 

Super  Poii  Grip:  Ln,  M,  Sc,  So,  A,  G 

Sure:  All  areas 

Tegrin  herbal:  All  areas 

PLJ:  All  except  U 

Wizard:  M,  Sc 
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Teeth  lost  through  gum  disease.  Teeth  lost  through  tooth  decay. 

SIX  FACTS  TO  MAKE  YOU  TAKE  GUM  DISEASE 
AS  SERIOUSLYAS  TOOTH  DECAY 


1 

More  teeth  are  lost  through  gum  disease  than 
through  decay* 

2 

99%  of  all  adults  with  some  or  all  of  their  own 
teeth  have  gum  disease! 

3 

Three  quarters  of  children  over  the  age  of  seven 
have  gum  disease** 

4 

The  main  cause  of  gum  disease  is  plaque-and 
plaque  is  something  everyone  has.  ■ 

5' 

SR  is  the  only  toothpaste  that  has  a  special  anti- 
plaque  ingredient-ZCT. 

6 

SR  also  has  fluoride  to  strengthen  teeth  against 
decay. 

WHAT  IS  GUM  DISEASE? 
.    An  invisible  film  of  bacteria  called  plaque 
grows  on  your  teeth  every  day. 

This  plaque  builds  up-especially  around  the 
gum  margins-and  if  left  unchecked  it  will  force 
its  way  between  gums  and  teeth. 

Poisons  in  the  plaque  then  begin  to  destroy 
the  gum  fibres  that  hold  teeth  in  place. 

This  is  gum  disease. 

Your  teeth  may  still  look  strong  and  healthy. 
You  may  not  see  anything  wrong  or  feel  any  pain. 


I           1  J 

lV 

Thelossofagood  tooth. 

Plaque  builds  up. 

Gum  disease  develops. 

But  then  your  gums  may  occasionally  bleed- 
and  begin  to  recede. 

Eventually  your  teeth  could  loosen.  And 
then  you  will  lose  them. 

HOW  SR  FIGHTS  PLAQUE. 

SR  toothpaste  -  and  only  SR  -  contains  a 
special  anti-plaque  ingredient  Zinc  Citrate 
Trihydrate-ZCT  for  short. 

Scientific  research  has  shown  that  tooth- 
paste containing  ZCT  significantly  reduces  the 
level  of  plaque  f  ormation  on  teeth  and  gums. 

Of  course,  SR  also  contains  fluoride  to 
strengthen  teeth  against  decay. 

Visit  your  dentist  regularly. 

Brush  properly  and  regularly  with  SR  -  at 
least  morning  and  night. 

You'll  be  helping  yourself  to  keep  your  teeth 
sound.  And  more  important-you'll  be  helping 
yourself  to  keep  your  teeth. 


HELP  YOURSELF  TO  KEEP  YOUR  TEETH. 


Elida  Gibbs  Ltd 
'The  Brand  Builders 


'Source:  British  Dental  Association,  t  Source:  'Adult  Dental  Health  in  England  and  Wales:  H.M.S.0. 1970.  "Source:  'Children's  Dental  Health  in  England  and  Wales'.  H.M.S.0. 1975. 
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Toothpaste:  chemists  fighting  back 


by  A.  F.  L  Deeson,  MA,  PhD,  DSc 

A  decade  ago  chemists  enjoyed  about  a 
third  of  the  toothpaste  market  in  the 
United  Kingdom.  Now,  at  the  most 
optimistic,  they  have  20  per  cent  and 
some  marketing  experts  put  it  as  low  as 
16  per  cent.  Nor  has  the  downward 
trend  ended:  in  1969  it  is  estimated  that 
chemists  lost  a  further  2  per  cent. 

Thus  wrote  Mr  A.  J.  MacDonald,  group 
product  manager,  Colgate-Palmolive  Ltd, 
in  1970  and  in  the  same  year  I  wrote  in 
Chemist  &  Druggist  in  much  the  same 
terms  under  the  title  "Toothpaste: 
chemists  are  losing  out  on  sales". 

But  something  seems  to  have  hap- 
pened since  then.  In  August  1974  fiefa/7 
Business  published  a  chart  showing  that 
chemists,  including  the  multiples,  had  a 

29  per  cent  share  of  the  market  and  a 
private  manufacturer's  survey  taken  in 
November  last  year  seems  to  confirm  a 
quite  astonishing  come-back  for  the 
chemist — they  gave  him  28  per  cent  to 

30  per  cent. 

Multiples  show  the  way 

Elida  Gibbs'  figures  are  not  quite  so 
encouraging  especially  as  they  point  out 
that  most  of  this  growth  comes  from  the 
multiple  chemists  (who  tend  to  be  more 
aggressive  with  their  merchandising), 
but  even  so  they  suggest  a  1  per  cent 
increase  per  year,  from  21  per  cent  in 
1973  to  an  estimated  24  per  cent  for 
1976. 

All  of  which  is  most  cheering  when 
one  considers  the  enormous  size  of  the 
market.  According  to  Beecham's  latest 
estimate  the  1976-77  rsp  value  will  be 
£47-8  million  or  218m  packs — as  against 
£28-7m  (178-2m  packs)  for  1972-3. 

Inflation  aside,  there  is  still  some  real 
growth  in  the  market,  in  spite  of  the 
gloomy  predictions  of  "saturation"  of  a 
few  years  ago.  And  there  is  room  for 
much  more  expansion.  "Adult  dental 
health  in  England  and  Wales  in  1968" 
(HM  Stationery  Office)  shows  that  104 
per  cent  of  adults  aged  16-34  and  12-4 
per  cent  of  35  and  over  with  some 
natural  teeth  clean  them  "never"  or  "less 
than  once  daily". 

Dental  decay  is  still  very  high.  Only 
three  in  1,000  people  do  not  suffer  from 
some  form  of  decay  and  no  less  than 
36-8  per  cent  of  people  in  England  and 
Wales  over  16  years  of  age  have  none  of 
their  natural  teeth.  As  Elida  Gibbs  say, 
"There  is  still  ample  scope  for  more 
widespread  and  more  frequent  use  of 
the  product."  Today  the  per  capita  an- 
nual consumption  of  toothpaste  in  the 
UK  (216g)  compares  badly  with  some  of 
the  figures  for  other  enlightened  nations 
— Western  Germany  291,  Sweden  325 
and  the  United  States  348.  Incidentally, 


consumption  per  capita  in  Britain  is 
notably  less  in  the  North  than  the  South. 
Mr  Andrew  Dobbie  of  Elida  Gibbs  says: 
"To  some  extent  this  is  a  reflection  of 
the  percentage  of  toothless  people, 
which  increases  quite  markedly  as  you  go 
North.  However  as  a  toothpaste  marke- 
teer I  would  like  to  think  that  the  poor 
dental  health  and  high  incidence  of 
toothlessness  is  caused  partially  by  low 
usage  of  toothpaste." 

It  is  interesting  to  speculate  why  the 
chemist  is  slowly  regaining  his  market 
share  of  toothpaste  sales,  lost  so  drama- 
tically during  the  60's  to  the  grocer.  One 
answer  is  undoubtedly  more  aggressive 
marketing:  the  chemist  has  been  playing 
the  grocer  at  his  own  game.  Taking  ad- 
vantage of  the  promotional  offers  which 
come  regularly  from  the  leading  manu- 
facturers it  is  usually  possible  (compen- 
sating for  a  drop  in  cash  margins  by 
increased  volume)  to  be  competitive 
with  the  supermarkets — always  providing 
you  ensure  your  customers  know  about 
the  offer.  Shelf  shouters,  counter  units — 
take  advantage  of  everything  you  can 
get.  Well  laid  out  self-selection  units  and 
particularly  floor  bins  have  worked 
wonders  for  many  chemists. 

Range  rationalisation  is  also  important. 
While  fast-selling  brands  should  be  pro- 
minently displayed,  lines  in  small  de- 
mand must  be  rigorously  controlled.  By 
concentrating  capital  investment  on  fast- 
moving  brands  you  gain  the  advantage 
of  quick  capital  turnover.  Where  princi- 
ples of  this  kind  have  been  adopted 
during  the  past  three  or  four  years  sales 
have  soared  and  have  contributed  to  the 
chemists'  comeback. 

One  other  important  factor  has  also 
worked  in  your  favour.  Before  1970  tooth- 
paste was  mainly  a  cosmetic  product, 
but  the  progressive  introduction  of 
fluoride  in  various  forms  as  an  ingredient 
has  brought  the  whole  subject  of  dental 
welfare  to  the  fore  so  that  the  fluoride 
toothpastes  have  increased  market  share 
from  5  per  cent  in  1970  to  predicted 
91  per  cent  in  1976.  The  emphasis  on 
dental  care  and  the  need  to  select  a 
toothpaste  with  discrimination,  both 
work  in  favour  of  the  chemist,  who  can 
advise  and  recommend  with  authority. 
There  is  no  such  help  available  in  a 
supermarket! 

Brand  shares 

There  are  four  major  manufacturers  in 
this  field  and  AGB  gives  them  the  follow- 
ing brand  shares  over  the  last  six 
months: 

Colgate  30  per  cent 

Beecham  28  per  cent 

Elida  Gibbs  19  per  cent 

Proctor  &  Gamble  12  per  cent 


Colgate-Palmolive,  however,  them- 
selves claim  just  less  than  33  per  cent, 
with  Colgate  Dental  Cream  at  24  per 
cent;  Ultrabrite  6  per  cent;  Cherish  2  per 
cent  and  Fluor  under  1  per  cent.  They 
also  expect  to  increase  Cherish  to  6  per 
cent  this  year  as  a  result  of  heavy  adver- 
tising expenditure.  In  1976  they  will 
spend  £600,000  on  above  and  below  the 
line  promotions,  of  which  two-thirds  will 
be  for  Colgate  Dental  Cream  and  about 
£100,000  for  Ultrabrite.  Taste,  say  Col- 
gate, is  an  all-important  factor  and  mint 
is  the  number  one  flavour.  They  believe 
brand  loyalty  in  a  toothpaste  is  good  but 
if  the  favourite  brand  is  not  available  the 
housewife  (80  per  cent  of  toothpaste  is 
bought  by  women)  will  "trade  down". 

Attraction  of  coupons 

Beecham's  Macleans  brands  are  also 
receiving  strong  television  advertising 
this  year,  supplemented  by  money-off 
promotions.  Currently,  Macleans  have  an 
on-pack  coupon,  ranging  in  value  from 
2p  to  5p  exchangeable  against  any  pur- 
chase in  the  store,  excluding  goods 
covered  by  rpm.  £80,000  is  being  spent 
on  television  specifically  to  support  this 
promotion. 

In  the  past  chemists  have  gained  a 
reputation  of  being  a  bit  chary  of 
exchanging  coupons,  yet  in  the  tooth- 
paste market  they  are  a  great  attraction 
to  the  consumer  and  must  not  be 
ignored.  This  year  reports  indicate  some- 
thing like  2,500m  "money  off"  coupons 
will  be  issued  to  the  value  of  no  less 
than  £16.5m.  This  is  for  the  total  market, 
of  course,  but  a  sizeable  proportion  of 
these  coupons  for  various  products  could 
be  of  importance  to  the  chemist. 

Elida  Gibbs  claim  a  much  bigger  share 
of  the  market  than  that  assigned  to  them 
by  AGB — 28  per  cent  for  1975  and  an 
estimated  32  per  cent  for  1976.  On  the 
1975  basis  Close-up  accounted  for  8  per 
cent,  Signal  2  10  per  cent,  and  Gibbs  SR 
10  per  cent.  Close-up  was  relaunched  on 
March  1  this  year — the  first  major  devel- 
opment since  its  introduction.  SMFP  was 
incorporated  and  new  flavours  were  intro- 
duced. Close-up  is  being  heavily  suppor- 
ted with  a  total  budget  of  £1^m,  of  which 
£515,000  will  be  spent  on  television.  Early 
indications  are  that  the  relaunch  has 
been  a  success  with  consumer  off-take 
up  over  60  per  cent  compared  with  pre- 
relaunch  running  rate. 

Signal  2  was  the  heaviest  television 
advertiser  during  the  first  quarter  of  this 
year  with  23  per  cent  of  total  category 
expenditure. 

Advertising  for  Gibbs  SR  majors  on 
the  fact  that  more  teeth  are  lost  through 
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When  they  consult  you 
recommend  these  with  confidence 


Loose  dentures 


riti 


I 


DENTURE 


'K0LYN08  DENTURE  FIXATIVE'*  has  a  natural 
Karaya  gum  base  that  holds  dentures 
firmly  in  place  -  for  day-long  confidence. 


Oil,  tar  and  stubborn  stains 

Liquid  7ARG0N'*  dissolves  them  away 
simply  and  effectively. 


Muscular  aches  and  pains 

'FIBROSING*  brings  fast,  long-lasting  relief  by  its  combination  of 
histamine  dihydrochloride,  methyl  nicotinate,  glycol  salicylate 
and  capsicin. 


Athlete's  foot 

SEK'*  gently  destroys 
fungal  infections,  by 
its  ointment  formulation 
based  on  the  skin's  own 
natural  perspiration. 


IK 


'Fibrosine',  Targon'  and  'Sek'  are  just  part  of  the  ICC  range.  A  range  of 

remedies  for  common  problems  as  diverse  as  headache 
and  painful  corns,  loose  dentures  and  oil  stains. 

They're  the  everyday  problems  your  customers 
may  ask  your  advice  about.  The  everyday  answer  is  a 

high-quality  product  from  the 
makers  of  Anadin'*. 
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Toothpaste 
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gum  disease  than  tooth  decay  and  this 
idea  will  have  £600,000  worth  of  exposure 
during  1976.  Research  indicates  that  the 
public  are  becoming  more  aware  of 
plaque  and  Gibbs  SR  has  it  both  ways, 
with  fluoride  plus  the  plaque  inhibitor, 
ZCT. 

Proctor  &  Gamble  (Crest)  is  the  other 
big  name  in  toothpaste.  The  first  fluoride 
toothpaste  to  be  launched  nationally  in 
America,  it  went  national  in  the  UK  last 
September  following  a  two  year  test  in 
Yorkshire.  Crest  has  been  pushed  heavily 
on  a  dental  education  programme  and 
was  the  first  toothpaste  to  be  endorsed 
by  the  British  Dental  Association. 

So  much  for  the  big  boys.  Of  the  other 
British  products,  private  labels  are 
believed  to  have  about  6  per  cent  of  the 
total  market.  International  Chemicals  with 
Kolynos  (1  per  cent  of  the  market)  and 
Parke-Davis  (Euthymol)  immediately 
spring  to  mind,  together  with  a  children's 
toothpaste  and  specialities  such  as  Sen- 
sodyne.  Si-ko  from  Norway  is  one  of  the 
few  imports. 

Too  often,  writing  these  articles,  I  have 
to  report  a  market  situation  in  which 
chemists  are  steadily  losing  out  to  other 
retailers  and  it  is  good  to  see  that  this 
trend  has  been  reversed  for  toothpaste. 
But  if  it  is  to  continue  and  gather  momen- 
tum many  independent  chemists  will  have 
to  make  their  minds  up  to  more  aggres- 
sive marketing  policies,  such  as  those 
outlined  earlier. 


Growth  record  in 
dental  care 

Dental  care  products  in  general  have 
performed  better  than  most  other  cos- 
metics and  toiletries  categories,  with  a 
51  per  cent  increase  since  1973,  accord- 
ing to  the  recent  market  intelligence 
report  by  Communications  and  Marketing 
Partnership  Ltd  (see  also  last  week,  p69). 
The  CMP  data — based  on  Department  of 
Trade  statistics — records  a  £293m 
market  for  dental  preparations  in  1975 
at  manufacturers'  selling  prices,  and 
£8-8m  for  denture  preparations.  The  1975 
improvement — some  33  per  cent  overall — 
is  attributed  to  a  real  increase  in  sales, 
due  mainly  to  new  products  and  product 
diversification.  However,  a  "discordant 
note"  is  sounded  in  the  finding  that  ster- 
ling sales  were  fading  in  the  last  quarter 
and  probably  behind  price  increases. 
Advertising  support  for  dental  products 
was  "buoyant"  and  contributed  to  the 
excellent  growth  record,  says  CMP. 


Current  point-of-sale  unit  for  Oraldene, 
offered  by  William  R.  Warner  &  Co  Ltd, 
Eastleigh,  Hants  S05  3ZQ.  Promotion  is 
through  medical,  nursing  and  dental 


journals,  with  direct  mailings  to  nurses 
and  doctors.  Shelf-edgers  and  "opening 
hours"  card  also  available  to  chemists. 

Pharmacists' 
influence  in 
'mouth  pain' 

Latest  research  shows  that  14  per  cent 
of  the  adult  population  in  the  UK  claim 
to  suffer  from  problems  of  pain  or  dis- 
comfort in  the  mouth  other  than  tooth- 
ache. Reckitt  &  Colman  pharmaceutical 
division  reports  of  those  questioned  71 
per  cent  described  their  problem  as 
mouth  ulcers.  Over  a  third  of  these 
people  claim  not  to  use  a  branded 
remedy  and  of  the  rest,  Bonjela  domin- 
ates the  market  with  an  18-5  per  cent 
brand  share,  Rinstead  pastilles  taking 
second  place.  The  market  itself  is  esti- 
mated to  be  worth  some  £2-£3m  at  retail 
selling  price,  excluding  mouth  washes. 

Bonjela  is  also  said  to  dominate  the 
other  end  of  the  mouth  pain  market — 
teething  babies.  About  8  per  cent  of  UK 
households  include  a  teething  infant  and 
three  quarters  of  these  suffer  from  teeth- 
ing pain.  Only  11  per  cent  of  mothers  do 
not  buy  a  branded  remedy  and  of  the 
rest  Bonjela  leads  with  29  per  cent  of  the 
business.  Dentinox  is  said  by  R&C  to 
take  second  place  with  systemic  anal- 
gesics such  as  Junior  Disprin  picking  up 
the  rest  of  the  business.  This  half  of  the 
market  is  also  estimated  to  be  worth 
about  £2m  at  rsp. 

Both  halves  of  the  market  are  heavily 
influenced  by  pharmacist  recommenda- 
tion, especially  denture  wearers  and 
second-time  mothers.  Also,  NHS  brands, 
particularly  Bonjela,  derive  over  half  their 
business  from  satisfied  customers  advis- 
ing their  friends.  Reckitt  &  Colman  repre- 
sentatives are  offering  Bonjela  at  special 
terms  during  July  and  August  and  can 
supply  display  material  for  in-store  use. 
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Brand  loyalty 

A  recent  survey  among  users  of  Anbesol 
liquid  treatment  for  mouth  ulcers  has 
demonstrated  a  very  high  level  of  custo- 
mer satisfaction,  it  is  reported  by  the 
makers,  International  Chemical  Co  Ltd. 
Not  only  do  nearly  90  per  cent  of  custo- 
mers state  they  will  definitely  re-purchase 
the  brand,  but  many  comment  on  its 
advantages  when  compared  with  compe- 
titors. ICC  add  that  sales  of  Anbesol  are 
currently  growing  at  well  over  20  per 
cent  a  year  in  unit  terms,  and  there  is  a 
clear  evidence  of  repeat  purchase  and 
brand  loyalty.  High  frequency  advertising 
in  national  daily  and  Sunday  Press  is 
supported  by  a  "teething  pains"  adver- 
tisement in  specialised  women's  maga- 
zines. 


A  new  sector 

Since  its  name  was  changed  from  Dettolin 
in  1974,  Dettol  oral  antiseptic  has  made 
steady  progress — and  has  carved  out  a 
market  sector  of  its  own.  Reckitt  & 
Colman  pharmaceutical  division  say  the 
brand  at  present  has  around  20  per  cent 
of  the  market,  making  it  joint  third  with 
Listerine;  TCP  holds  about  a  third  and 
Oraldene  a  quarter. 

But  Reckitt  point  out  that  the  products 
are  not  comparable.  Dettol  oral  antisep- 
tic's advertising  has  associated  the  pro- 
duct with  mouth  and  throat  infections 
whereas  in  summer  TCP  is  promoted 
more  as  a  treatment  for  bites,  cuts  and 
minor  burns,  (the  gargle  theme  is  used  in 
winter),  Listerine  is  promoted  primarily 
for  fresh  breath,  while  Oraldene  is  pro- 
moted to  the  public  directly  only  at  point 
of  sale  (it  has  a  strong  prescription 
business) . 

"We  are  confident  that  by  establishing 
Dettol  Oral  Antiseptic  in  a  market  sector 
of  its  own  we  can  develop  the  product 
into  a  major  brand,"  says  product  man- 
ager John  Clark.  "A  successful  advertis- 
ing campaign  in  the  London  evening 
papers  in  February  got  the  message 
across  in  an  area  which  accounts  for  40 
per   cent  of  mouthwash  usage." 


On  bonus 

The  coming  months,  when  fruit  is  plenti- 
ful, are  the  time  when  many  people  and 
particularly  children  will  suffer  the  dis- 
comfort of  mouth  ulcers  say  John  Bell 
Hills  &  Lucas  Ltd.  They  offer  two  pro- 
ducts formulated  to  provide  relief  and 
protect  the  ulcerated  area,  Fradojel  and 
Frador.  Fradojel  is  on  bonus  until  Sep- 
tember 3  giving  18  charged  as  12  on  a 
12-doz  minimum  order. 

Fradojel  has  a  balsamic  resin  base 
giving  an  anaesthetising  effect  and  can 
be  applied  directly  to  the  ulcer;  it  is 
also  recommended  for  treating  denture 
chafing,  cheek  bites  and  the  "pimples" 
that  can  appear  on  the  tongue.  Frador 
has  the  same  formula  but  is  in  liquid 
form  and  comes  with  a  cotton  wool 
tipped  applicator.  Distributors  are 
Fossett  &  Johnson  Ltd,  Dawson  Road, 
Bletchley,  Milton  Keynes,  MK1  1JT. 
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When  they  Ve  smiling... 


Further  information  is  availablefrom:  Uoy,(fe-Pi5armaceuticalsLtd 
A  member  of  Fteckitt  &  Col  man  Pharmaceutical  Division,  Hull. 

Preparations  containing  aspirin  should  not  be  given 
to  babies  during  treatment  with  Bonjela. 


.mum's  smiling  too. 

When  children  are  teethingthey  don'ttend 
to  smile  much.  Nor  do  they  sleep  well. 
Which  means  that  mum  doesn't  either. 

The  ideal  treatment  for  painful  infant 
teething  is  Bonjela. 

Bonjela  contains  Choline  Salicylate  a 
powerful,  fast  acting  analgesic  to  soothe 
away  pain.  It  also  contains  Cetalkonium 
Chloride,  a  wide  spectrum  antiseptic.  As 
well  as  reducing  any  secondary  infection, 
Cetalkonium  Chloride  lowers  surface 
tension  allowingthe  analgesic  quicker 
access  to  the  painful  mucosa. 

In  most  cases  Bonjela  soothes  away 
pain  in  1-3  minutes  and 
the  relief  lasts 
for  up  to 
3  hours. 


That's  why  we  call  it 


The 


3-minute 
smile 


Product  Licence  No.  0107/5002 
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New  attitudes 
to  dentures 

There  is  a  definite  shift  from  full  to  partial 
dentures  (often  worn  by  relatively 
younger  people),  say  Reckitt  &  Colman 
Toiletries.  This  is  associated  with  a  ten- 
dency amongst  new — and  particularly 
younger  and  partial  denture  wearers — to 
avoid  using  the  specialist  cleaners 
(which  Reckitt  argue  their  dentures  really 
require)  in  order  to  feel  more  "'normal". 
This  attitude  has  been  encouraged  by 
recent  public  interest  and  awareness  in 
the  conservation  of  natural  teeth — with 
the  reverse  implication  (and  frequently 
noted  in  Press  articles)  that  dentures  are 
an  "evil"  to  be  avoided  at  all  costs. 
Traditional  advertising  for  denture  clean- 
ing products  has  done  little  to  improve 
this  situation,  tending  to  stress  the  essen- 
tially negative  benefits  of  removing  stains 
(which  are  not,  in  the  majority  of  cases, 
seen  to  represent  a  real  problem  by  den- 
ture wearers).  However,  Reckitt's  latest 
£i-mil!ion  advertising  approach  for  Stera- 
dent  (with  more  than  two-thirds  of  con- 
sumer purchases)  takes  a  positive  line, 
emphasising  the  normality  of  wearing 
dentures  and  the  positive  benefits  of 
confidence  and  freshness.  The  television 
campaign  is  to  continue  through  August 
with  30-second  spots  at  peak  viewing 
time — £400,000  has  been  spent  on  the 
television  budget.  The  Steradent  Press 
campaign  has  a  budget  of  almost 
£100,000  and  ends  in  September.  By 
virtue  of  its  longer  copy  facility,  it  adopts 
a  more  personal  attitude  in  talking 
directly  to  denture  wearers  and  in  quoting 
examples  of  other  real  denture  wearers 
in  real  situations  with  which  they  can 
identify.  Younger  people  are  deliberately 
included  in  the  campaign  and  the  infor- 
mal style  fits  the  readership  of  the  publi- 
cations being  used — Woman's  Realm,  My 
Weekly,  People's  Friend,  Weekend,  TV 
Times,  Titbits,  etc. 

'Fastest-growing 
cleanser' 

International  Laboratories  claim  that 
Denclen  is  now  the  fastest-growing  liquid 
denture  cleanser  on  the  market.  "Latest 
figures  indicate  that  sales  are  up  by  50 
per  cent  on  last  year  and  it's  obviously 
caught  a  lot  of  chemists  by  surprise,"  the 
company  state.  "Demand  has  increased 
so  rapidly  that  in  some  areas  as  many 
as  20  per  cent  of  chemists  have  been 
found  out  of  stock — we  know,  because 
we  get  the  customer  complaints!"  Inter- 
national Laboratories  are  maintaining 
constant  advertising  pressure  in  the  daily 
Press  and  women's  journals  to  sustain 
this  demand. 

Denclen  is  also  now  in  a  colourful  new 
pack,  stressing  the  "no  soaking"  method 


New  pack  tor  Denclen 

of  use  and  illustrating  the  unique  applica- 
tor (the  product  removes  stubborn  stains 
from  crevices  and  mouldings  by  brush- 
ing). A  new  104-cc  pack  (£0-45)  provides 
extra  economy  for  the  customer  against 
the  regular  62-cc  size  (£0-32). 

A  switch  to 
brushing 

More  denture  wearers  are  switching  from 
soaking  to  brushing  cleansers,  according 
to  market  research  reported  by  Stafford- 
Miller  Ltd.  Their  Dentu-creme,  described 
as  a  toothpaste  specially  formulated  for 
dentures,  is  claimed  to  hold  the  largest 
share  of  the  denture-brushing  cleansers 
market  and  is  supported  in  the  daily 
Press  and  women's  magazines  with  a 
message  which  stresses  that  the  product 
is  a  skin  remover  and  polisher  that  does 
not  damage  dentures.  The  company's 
Divident,  which  combines  denture  clean- 
ser with  freshener,  is  advertised  through 
the  television  medium. 

Stafford-Miller  also  claim  to  hold  over 
60  per  cent  of  the  denture-fixative  market 
with  Wernets,   Super  Wernets,  Poligrip 


A  change  of  fortune  for  Euthymol  tooth- 
paste is  predicted  by  Parke  Davis  follow- 
ing the  relaunch  as  Euthymol  Original 
earlier  this  year.  The  brand — probably  the 
oldest  on  the  UK  market,  having  been 
introduced  in  1898 — has  taken  a  step 
backwards  to  the  1930's  in  product 
image,  but  has  moved  right  up  to  date  in 
terms  of  advertising  and  promotion  to 
become  what  the  makers  believe  to  be 
the  first  chemist-only  toothpaste  ever  to 
be  advertised  on  television. 

Seven  spots  a  week  are  currently 
appearing  in  London  and  Southern  tele- 
vision regions  and  will  continue  into 
August.  A  supporting  Pi  ess  campaign 
began  this  month  in  Da/7y  Express,  Daily 
Mail,  Daily  Telegraph  and  Sunday  Times 
colour  magazine  and  will  also  continue 
until  the  end  of  August.  Both  campaigns 
are  aimed  at  the  upper  socio-economic 
groups  but  are  also  intended  to  capture 
new  users  in  the  20-plus  age  group. 

The  new  tube  and  carton  designs  are 


and  Super  Polygrip.  Wernets  fixatives  are 
mainly  promoted  through  the  Press  but 
commercial  radio  is  proving  successful 
in  Scotland  and  North-east  England.  Poli- 
grip receives  periodic  television  support. 

Powder  market 
widened 

Recently  re-launched,  with  two  new 
flavours,  Eucryl  is  being  supported  with 
national  television  advertising.  The  aim 
of  the  two  new  varieties — smokers  fresh 
flavour  and  mint  fresh — is  to  widen  the 
market  for  tooth  powders  and  to  increase 
their  usage — results  of  recent  research 
are  said  to  demonstrate  the  potential  to 
achieve  this.  Although  most  users  are 
smokers,  a  survey  amongst  the  product's 
users  shows  that  over  a  third  are,  in  fact, 
non-smokers. 


A  range  of  medium-priced,  round-tipped 
nylon  filament  toothbrushes  has  been 
added  to  the  oral  hygiene  range  of 
S.  S.  White  Ltd,  51  St  Ann's  Road, 
Harrow,  Middlesex.  They  come  in  medium 
and  soft  textures  for  preventive  dentistry 
techniques.  The  clear  plastic  "egg"  in 
which  they  are  displayed  is  available 
from  S.  S.  White  or  direct  from  Prevdent 
Ltd,  Queensway  House,  Hatfield,  Herts 
AL10  ONR  (see  insert  with  this  issue) 


based  on  the  original  1930s  "art 
nouveau"  style  which  has  proved  to  be 
particularly  appealing  to  younger  people. 
Market  research  has  also  indicated  a 
much  wider  taste  acceptability  with  this 
new  product,  say  Parke  Davis.  New  point- 
of-sale  material  emphasises  the  style  of 
the  packaging  and  reiterates  the  tele- 
vision message  of  "Euthymol  Original: 
the  toothpaste  with  taste." 

A  special  bonus  price  is  available  until 
the  end  of  August  only  through  Vestric, 
Sangers  and  Unichem  wholesale 
branches — these  wholesalers  offer  an 
average  discount  of  20  per  cent  and  are 
supplying  point-of-sale  material  with  every 
order.  They  are  also  recommending  that 
chemists  cut  the  price  to  about  £0-25 
during  the  promotional  period.  The  argu- 
ment is  that  Euthymol  Original  is  the  type 
of  toothpaste  that  the  public  likes  im- 
mensely or  dislikes  intensely;  if  they  like 
it,  they  tend  to  become  very  loyal  and 
will  probably  stay  with  the  product. 


A  touch  of  the  past  for  today 
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Who's 
taken 


ran 


off  yoor 

shelves 
? 


Your  customers. 

But  more  important,  who's  putting 
the  Denclen  back  on  your  shelves? 

In  some  areas  of  the  country,  up  to 
20Z  of  chemists  remain  out  of 
stock  for  some  while. 

Because  Denclen  sales  are  507„  up 
this  year,  but  chemists'  stocks  aren't. 

The  public  complains  to  us,  but 
what  can  we  do  ? 

Only  ask  you,  please,  to  CHECK 
YOUR  DENCLEN  STOCK  NOW! 


C  y*  Y* 


DENCLEN 


V  Y  "\ 


THE  FASTEST  GROWING 
LIQUID  DENTURE  CLEANSER 
ON  THE  MARKET 


Sweeteners  and 
tooth  decay 

by  G.  B.  West,  BPharm,  PhD.  DSc,  Fl Biol ,  FPS,  Reader 
in  pharmacology,  North  East  London  Polytechnic 


Interest  was  directed  in  March  1975  to 
the  development  of  new  synthetic  sweet- 
ening agents  for  diabetics  and  others, 
especially  as  there  is  the  possible 
scarcity  of  sugar  in  the  future.  Mention 
was  made  of  the  dipeptide  called  aspar- 
tame which  became  approved  by  the  US 
Food  and  Drug  Administration  for  use  in 
hot  beverages,  chewing  gum,  and  many 
desserts.  Aspartame  is  about  200  times 
sweeter  than  sucrose  and  was  said  to  be 
safe  for  diabetics  as  it  is  metabolised  as 
a  protein,  yielding  aspartic  acid  and 
phenylalanine. 

However,  doubts  have  recently  been 
expressed  about  its  safety  as  the  animal 
toxicological  data  may  not  have  been 
complete.  In  fact,  conflicting  animal  feed- 
ing results  recall  those  reported  for  the 
synthetic  cyclamate  and  saccharin  in 
1973  and  1974,  and  so  recent  studies 
with  the  naturally-occurring  fructose  take 
on  much  importance,  not  only  for  dia- 
betics but  also  for  the  population  as  a 
whole. 

Position  of  fructose 

Fructose  is  the  sweetest  of  all  the 
naturally-occurring  carbohydrates  and  in 
Helsinki  it  was  shown  that  patients  with 
mild  or  well-balanced  and  controlled  dia- 
betes consumed  over  1  gram  of  fructose 
per  kilogram  body  weight  per  day  without 
upsetting  the  diabetic  state,  and  with  no 
harmful  or  unpleasant  side  effects1.  Fruc- 
tose is  in  fact  broken  down  in  the  body 
by  biochemical  pathways  which  do  not 
involve  insulin.  Fructose  was  very  expen- 
sive to  market  compared  with  sucrose 
(cane  sugar)  but  a  few  years  ago 
methods  were  developed  by  the  Finnish 
Sugar  Co  for  its  production  at  a  much 
more  reasonable  price,  although  still 
several  times  the  cost  of  sucrose.  Fruc- 
tose constitutes  about  half  the  total 
sugars  present  in  honey  and  it  is  found 
in  many  fruits,  especially  apples  and 
grapes. 

Evidence  was  presented  in  1967  to 
suggest  that  fructose  might  be  less  cario- 
genic  and  lead  to  less  dental  plaque 
formation  than  sucrose  or  glucose.  More 
recently,  the  effects  of  fructose  have 
been  compared  with  those  of  sucrose  in 
an  extensive  two-year  study  in  Turku". 
Over  100  subjects  were  placed  on  diets 
containing  large  amounts  of  either  fruc- 
tose or  sucrose  and  were  subjected  to 
numerous  chemical,  microbiological  and 
clinical  tests.  At  the  end  of  one  year, 
caries  incidence,  expressed  as  the  differ- 
ence between  positive  and  negative 
reversals,  new  fillings,  and  increases  in 
lesion  size,  was  25  per  cent  lower  in  the 
fructose  group  than  in  the  sucrose  group. 
The  reduction  in  the  incidence  of  tooth 


decay  in  the  fructose  group  was  dramatic. 

Dental  plaque  plays  an  important  part 
in  the  development  of  dental  caries.  It  is 
a  polysaccharide  substance  of  high 
molecular  weight,  formed  by  cariogenic 
bacteria,  particularly  Streptococcus 
mutans.  These  bacteria  act  on  glucose  to 
form  heavy  insoluble  dextrans  or  poly- 
mers of  glucose  which  stick  to  the 
smooth  surface  of  the  teeth,  thereby 
serving  as  a  growth  medium  for  acido- 
genic  bacteria.  The  lactic  acid  formed 
from  the  breakdown  of  carbohydrates  by 
these  bacteria  leads  to  decalcification  of 
the  tooth  surface,  the  development  of 
lesions,  and  finally  to  decay.  It  is  now 
claimed  that,  by  substituting  fructose  for 
sucrose  commonly  used  in  medicinal 
syrups  and  tablets,  the  hazard  to  dental 
health  can  be  significantly  reduced  3. 

Besides  fructose,  xylitol  was  included 
in  the  Turku  study  and  even  more  satis- 
factory results  were  obtained  as  this 
sweetener  also  possesses  a  remineral- 
ising  effect  on  dental  caries.  Xylitol  is  a 
simple  derivative  of  the  pentose,  xylose. 
It  is  odourless,  with  a  very  sweet  taste, 
and  above  all  it  is  stable  to  air  and  heat. 
It  occurs  in  fruits,  berries,  leaves  and 
mushrooms,  and  constitutes  about  1  per 
cent  of  the  dry  matter  of  greengages.  But 
it  is  manufactured  commercially  from 
domestic  birch-wood  chips. 

In  the  Turku  study,  it  was  administered 
to  50  medical  and  dental  students  in 
chewing  gum,  another  fifty  students 
receiving  the  corresponding  amount  of 
sucrose.  The  caries  incidence,  expressed 
as  the  mean  increment  of  decayed, 
missed  or  filled  tooth  surfaces,  was  2.92 
for  sucrose  but  only  1.04  for  xylitol.  These 
results  indicate  a  therapeutic,  caries- 
inhibiting  effect  of  xylitol. 

So,  fructose  and  xylitol  may  be  pre- 
ferred sweeteners  to  sucrose  with  regard 
to  preventing  tooth  decay.  In  addition, 
xylitol  exerts  a  remineralising  effect  and 
could  be  incorporated  into  chewing  gum 
to  implement  its  beneficial  effects  as  far 
as  teeth  are  concerned.  Fructose  could 
be  substituted  for  sucrose  in  medication 
to  reduce  the  dental  health  hazard  and  is 
again  an  attraction  to  the  clinician  for 
treating  the  diabetic  state. 

Perhaps  the  discovery  of  the  disadvan- 
tages for  some  synthetic  sweeteners  has 
turned  the  tables  back  to  the  naturally- 
occurring  sweet  compounds  and  helped 
in  other  directions  besides  satisfying  the 
special  sense  of  taste. 
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It's  more  than  just  fluoride 
that's  making  new  Close-up 
a  success. 

*  It's  the  heavyweight  advertising. 

£1,250,000  on  TV  advertising  and  promotions,  in  all  ITV  regions 
right  through  the  year. 

*  It's  the  new  improved  flavours. 

But  with  that  unique  Close-up  taste  for  fresher  breath. 

«  lt's  already  a  success. 

Consumer  sales  have  rocketed  by  over  60%  since 
the  relaunch. 

So  make  sure  you're  fully  stocked  with 
.  what  your  customers  want- both  red  and  green 
Close-up.  ^ 

New  Gibbs  Close-up.  The  fluoride 
toothpaste  for  the  Close-up  zone.  J>i& 
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from  Oral-6 

ree  shopper  stoppers 
>  make  you  srj^prtfif* 


Smile  with  Oral-B 


What  sort  of  toothbrush 
should  I  use? 


Cleans  where 
even  the  ideal  brush 
cannot  reach 


theirdentist.  He  wiB  probably  adinseyou  losetect  a 
brushv/ithagentle  action-one  thatwllremove 
-plaque  from  teeth  and  gum  margins  wiBioii 
scratchingenamdordamagirgsoft  tissue 


The  filaments  will  be  grouped  in  multi-tuft  configuration 
to  provide  a  flat  brushing  surface  capable  of  entering 

the  embrasures  as  well  as  cleaning 
flat  surfaces. 

He  will  also  probably  advise 
the  use  of  a  brush  with  a  straight, 
firm  handle-a  brush  which  has 
the  filaments  firmly 
pinned  to  the  head  where  they  will 
remain  for  the  life  of 
the  brush. 


other  words 


However  good  the  brush,  there  ateareas  of  the 
mouthfromwtiichplaqLie  cannot  tSeremoved  by 
:  brushing  alone. 

OralflUroaied  Dental  flos/maki 
removal  of  ridden  plaque  and/oodde 
andelfectoely.  / 

flosswtOialfiforareldeanra 


What's  in  it  for  you? 
Look  at  the  profit  per 

dozen  you  make  with 
Oral-B*— 
Tooth/gum  brushes: 
Oral-B  30  £1.52 
Oral-B  40  £1.70 
Oral-B  60  £1.89 
Unwaxed  Dental  Floss  £1.74 
*on  recommended 

retail  prices 


s  an  open  secret 


Y°ucleanvourteeth 


"'"»CWrn«.l    >,,  H' 


Protx>rlVanJ 


*unc  time 


r^^ove, 


Oral-B 


the  tooth/gum  brush 
which  sets  the  standard 


Oral-B  products  have  always  been  attractive  because 
they  are  exclusive  to  pharmacy.  Now  we  can  help  you 
attract  even  more  customers  with  our  new  range  of  oral 
hygiene  sales  aids.  There  is  (1)  a  striking  window-corner        /tosirt  g 
self  adhesive  sticker  (7"  x32"  (2)  a  full-colour  show 
card  (21 "  x  35")  and  (3)  a  counter  dispenser  unit,  a" 
of  which  tell  your  customers  about  the  professiona 
approach  to  oral  hygiene  and  preventive  dentistry. 
Cash-in  on  the  oral  hygiene  market  with  Oral-B — 
the  tooth/gum  brush  and  allied  products  that  set 
the  standard. 


Dral-B 


is  oral  hygiene 


Knox  Laboratories  Ltd,  The  Firs,  Whitchurch, 
Aylesbury,  Bucks  HP22  4JU.  Tel :  Whitchurch  701 
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Suppliers  of 
preventive 
dentistry  aids  are 
becoming  more 
and  more  aware 
that  expansion  of 
their  market 
depends  upon  a 
united  educational 
programme  aimed 
at  the  public. 
Among  those  who 
have  responded 
with  point-of  sale 
material  are 
Knox  Laboratories 
Ltd,  The  Firs, 
Whitchurch, 
Aylesbury,  Bucks. 
They  recently 
introduced  the 

new  display  panel  for  use  in  chemists'  windows  and  dentists'  surgeries  which  carries 
the  message  "Smile  with  Oral-B  ".  The  four-colour  panel  explains  the  reasons  for 
choosing  an  Oral-B  and  outlines  the  principles  of  using  unwaxed  dental  floss.  Also 
new  is  the  window  sticker  which  proclaims  that  "More  than  one  in  three  adults  have 
lost  all  their  teeth.  Oral-B  dental  products  will  help  you  keep  yours." 
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Catch  them 
young-or 
not  at  all 

Care  of  the  teeth  is  not  something  that 
pan  be  put  off  until  tomorrow.  It  is  a  case 
of  "catch  them  young  or  not  at  all",  with 
statistics  telling  us  that  40  per  cent  of  the 
population  over  16  have  no  natural  teeth 
and  that  the  prospect  for  a  quarter  of  our 
five-year-olds  is  that  they  will  be  wearing 
some  kind  of  denture  by  the  time  they  are 
twenty-one. 

But  how  can  the  message  be  got 
across  to  the  public  that  such  statistics 
could  start  a  downward  trend  overnight 
if  more  people  brushed  their  teeth — and 
that  full  dentition  can  be  maintained  if 
preventive  dentistry  is  practised  from  an 
early  age  and  throughout  adulthood? 
Obviously  it  is  a  question  of  education 
and  the  industry  is  spending  a  great  deal 
in  educating  both  the  public  direct  and 
the  dental  profession  in  what  products 
are  available  for  them  to  recommend  to 
patients. 

Tims  for  exploitation 

Ralph  Mulryne,  general  sales  manager, 
Knox  Laboratories,  feels  that  chemists 
should  put  this  publicity  to  good  use.  "If 
ever  there  was  a  year  for  exploitation  by 
pharmacy  of  the  lucrative  oral  hygiene 
market  through  preventive  dentistry,  it 
must  be  this  one;  never  before  has  so 
much  been  written  and  spoken  about  the 
subject,"  he  says.  The  National  Dental 
Health  Action  Campaign,  sponsored 
jointly  by  the  Oral-B  division  of  Knox,  and 
Colgate-Palmolive,  has  added  to  the 
general  upsurge  in  interest  which  has 
been  shown  by  the  mass  media  and  the 
public.  Mr  Mulryne  adds:  "What  the  pro- 
fession is  saying,  by  and  large,  is  'get 
along  to  your  pharmacy  and  purchase  the 
right  sort  of  tooth/gum  brush,  and  more 
sophisticated  aids  like  dental  floss  and 
disclosing  agents.'  Most  of  these  pro- 
ducts are  not  sold  through  any  other  out- 
lets and  it  is  because  of  this  that  the 
time  is  ripe  for  the  pharmacy  to  cash  in. 
For  although  the  general  trend  has  been 
for  the  toothbrush  market  to  shift  from 
pharmacy  to  superstore,  the  creation  of 
the  'professional'  end  of  that  market  has 
offered  a  very  real  chance  for  pharmacy 
to  re-capture  some  of  it  on  an  exclusive 
basis.  And  almost  without  exception, 
these  'professional'  products  have  higher 
unit  prices  than  the  supermarket  lines — 
prices  which  the  public  are  by  no  means 
reluctant  to  pay." 

There  is  still  a  long  way  to  go,  however, 
before  the  education  programme  signific- 
antly alters  people's  oral  hygiene  habits. 
Toothbrush  sales  in  Britain  are  still  runn- 
ing at  around  one  brush  per  person  per 
year.  And  of  the  E25m  spent  on  dental 


and  denture  products,  only  about  £4m 
goes  on  brushes,  although  signs  are  that 
the  biggest  growth  area  is  in  the  "pro- 
fessional" sector. 

Until  recently  there  has  been  very  little 
display  material  available  for  the  phar- 
macy. Now  things  are  beginning  to  move 
and  the  new  sales  aids  which  have  been 
produced  are  already  proving  their  worth. 
The  Oral-B  counter  display  stands,  for 
example,  launched  earlier  this  year  and 
featuring  informative  rather  than  direct 
selling  copy  on  the  back-boards,  are  said 
by  Knox  to  be  very  much  in  demand. 
There  are  also  new  window  cards  ex- 
plaining the  fundamental  advantages  of  a 
"professional"  tooth/gum  brush  and  in- 
cluding an  introduction  to  flossing. 

A  striking  window  corner  sticker  which 
reminds  people  that  one  in  three  adults 
is  toothless  is  also  being  used  to  attract 
attention  to  the  displays. 

Getting  children  started 

If  children  are  the  target — 'Toothless 
adults  are  beyond  the  scope  of  preventive 
dentistry",  as  Ralph  Mulryne  puts  it — 
what  are  the  ammunition  and  the 
strategy?  Oral-B  has  for  some  time  been 
offering  colouring  cards  with  a  message 
for  dentists  to  hand  out.  These  have  been 
backed  up  by  the  Oral-B  tooth  survival 
kit,  available  through  pharmacy,  contain- 
ing tooth/gum  brush,  mouth  mirror,  dis- 
closing tablets  and  badge,  (£0-56).  Now, 
to  reinforce  the  effort,  Oral-B  and  Colgate- 
Palmolive  have  jointly  produced  an  oral 
hygiene  kit  for  children  which  is  at  pre- 
sent only  available  through  dentists.  It 
does,  however,  need  replenishing  from 
time  to  time,  and  pharmacy  should  bene- 
fit from  these  replacement  sales. 

Care  of  the  teeth  should  begin  even 
before  a  child  can  be  interested  in  the 
subject  however.  The  mother  who  has 
used  Dentinox  teething  gel  to  soothe  her 
child  should  be  easily  persuaded  that 
thought  should  be  given  to  avoiding 
decay  of  the  milk  teeth,  through  use  of 
Dentinox  gel  toothpaste.  This  is  applied 
with  a  baby  soft  toothbrush  or  clean 
finger  and  is  designed  to  be  acceptable 


to  all  babies  and  young  children — it  does 
not  produce  "uncomfortable"  foam  in  the 
mouth,  has  a  fruity  flavour  but  contains  no 
sugar. 

As  the  children  get  older,  their  interest 
must  be  maintained  and  some  toothpaste 
manufacturers  have  made  special  efforts 
here.  Aquafresh,  which  Beecham  claim  is 
the  brand  with  the  largest  child  usage  in 
the  UK,  was  specifically  designed  as  an 
"all  the  family"  brand.  To  achieve  this 
status  it  had  to  conform  to  the  following 
five  criteria:  universally  acceptable,  mild 
flavour  with  mouth  freshening  benefits 
(strong  flavours  appeal  principally  to 
adults);  presence  of  fluoride;  correct 
cleaning  ability;  pricing  at  acceptable 
levels;  complete  integration  of  product, 
pack  and  advertising  giving  Aquafrash  a 
unified  identity.  According  to  the  current 
TCA  market  analysis  some  70  per  cent 
of  households  using  Aquafresh  have 
children  aged  1  to  15  years. 

Beecham  believe  there  are  three  signifi- 
cant factors  which  are  responsible  for  this 
high  rate  of  child  acceptance — taste  pre- 
ference, the  attractiveness  of  the  blue  and 
white  stripes,  and  the  mother's  natural 
concern  to  encourage  regular  brushing — 
where  she  finds  a  brand  acceptable  to 
the  child  she  will  stick  to  that  brand  even 
in  the  face  of  a  pricing  decision.  Aqua- 
fresh advertising  is  directed  to  the  family, 
as  in  the  examples  of  television  com- 
mercials with  family  situations  and  a 
child-orientated  promotion  involving  world 
wild  life  which  has  just  ended. 

'Character'  merchandising 

Some  other  brands  have  child-use  as 
their  sole  objective.  Camberwick  Green 
toothpastes  come  in  four  flavours — 
minty,  fruity,  strawberry  and  cherry  and 
all  now  contain  fluoride.  Featuring  charac- 
ters from  the  popular  children's  television 
series,  they  were  one  of  the  first 
children's  toiletries  ranges  to  use  the 
technique  of  character  merchandising — 
children  can  use  the  empty  packs  as 
toys  and  build  up  families  of  characters. 

Continued  on  p113 
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PHILIPS  REPORT 


PHILIPS 


f 

\ 


This  is  one  offer  you  won't  be  able 
to  repeat  for  your  customers. 


(Suggested  selling  prices  inc.  VAT.) 

Rechargeahle  model £18.99.  Batter}'  model £9.50. 


Thirty  two  teeth.  That's  all  nature  offers  you  and  your  customers. 

After  that  you  start  using  man-made  ones. 

So  isn't  it  better  to  start  using  a  Philips  Automatic  Toothbrush 
first?  It  protects  your  teeth  the  way  no  ordinary  toothbrush  can. 

By  brushing  them  2,300  times  a  minute.  Not  across.  Not  around. 
But  up  and  down.  2,300  times  a  minute. 

So  the  smallest  piece  of  trapped  decaying  food  can  be  caught 
and  brushed  away. 

At  the  same  time,  the  Philips  Automatic  Toothbrush 
massages  your  gums  2,300  times  a  minute. 

It  comes  complete  with  a  set  of  individual  brushes. 
Enough  for  the  whole  family. 

So  you  know  it's  looking  after  your  teeth.  And  everyone 
else's.  Profit  from  this  unrepeatable  offer! 

Simply  years  ahead. 
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Brushes  for 
the  young 
and  the  older 

The  level  of  toothbrush  ownership  in  the 
UK — and  in  particular  of  replacement — 
may  be  poor,  but  the  market  is  still  put 
at  £6m  by  one  supplier.  The  past  12 
months  has  seen  considerable  product 
innovation,  spurred  on  by  the  interest  in 
preventive  dentistry  and  the  success  of 
"professional"  brands  in  the  past  few 
years. 

The  toothbrush  is  an  all-year-round 
product,  but  there  is  undoubtedly  a  slight 
peak  in  the  summer  as  the  family  holiday 
is  often  made  the  excuse  to  replace  worn 
brushes.  Christmas  can  also  be  a  time 
to  stimulate  sales,  especially  of  children's 
brushes  in  association  with  a  "novelty" 
toothpaste  for  the  very  young. 

Junior  versions 

Children's  sizes  have  long  been  part 
of  the  major  toothbrush  manufacturers' 
ranges,  but  more  recently  there  have 
been  several  new  entries  to  the  market 
by  suppliers  of  brushes  conforming  to  the 
"professional"  standards  which  originated 
some  years  ago  in  the  USA. 

One  such  brush  is  the  Sensodyne 
Junior  which  has  multi-tuft  flat  trim  to 
give  efficient  cleaning,  particularly  in  the 
critical  gingival  margin  where  95  per  cent 
of  plaque  collects.  The  straight  slim  head 
and  handle  give  easy  access  to  all  sur- 
faces in  even  the  smallest  children's 
mouths;  it  can  be  gripped  properly  by 
small  hands.  "There  is  no  risk  to  tender 
young  oral  tissues — important  because 
even  trained  children  may  not  brush  in 
the  correct  way  all  the  time,"  says 
Stafford-Miller  marketing  manager  David 
Izzard-Brown.  He  adds  that  junior  sales  so 
far  have  been  well  above  expectations — 
encouraging  them  during  the  launch  has 
been  a  "Tough  Teeth  Club"  badge  offer. 

Range  additions 

Two  major  British  manufacturers 
entered  the  market  with  toothbrushes 
selling  on  an  "anti-plaque"  platform  at 
the  turn  of  the  year.  G.  B.  Kent  &  Sons' 
Dentex  brush  was  designed  to  be  com- 
petitive on  price  with  its  American-pro- 
duced rivals  (it  is  some  10p  cheaper  at 
rsp),  yet  to  retain  an  attractive  retail 
margin.  New  packaging  and  counter 
packs  have  recently  been  introduced  to 
help  keep  costs  down  and  a  junior 
Dentex  (£0-29),  available  in  six  colours 
is  to  be  launched  next  month. 

Kent  have  recently  completed  a  mail- 
out  to  14,000  dentists;  they  are  also  pro- 
viding 250,000  free  oral  hygiene  booklets 
and  a  million  dental  appointment  cards. 
Among  the  company's  many  other 
brushes  is  one — claimed  to  be  the  softest 


The  new  Solo  toothbrush  rigid  container 
on  plastic  display  base  is  now  being 
distributed  at  home  and,  in  particular,  to 
Middle  East  and  African  markets.  The 
Solo  "double  action"  brush  in  this 
packing  offers  soft,  medium,  hard  and 
smokers  brushes,  while  the  family  pack 
(left)  shows  three  dimensional  labelling 
recently  introduced.  Available  from  Libra 
Products  (Newport)  Ltd,  Somerset  Road, 
Cwmbran,  Gwent  NP4  7  OX. 


on  the  market — for  people  with  severe 
gum  disorders.  This  is  the  KB42,  made 
from  badger  hair. 

Addis  Ltd,  who  claim  to  have  a  668 
per  cent  share  of  toothbrush  sales  in 
chemists — the  Wisdom  brand  alone 
having  62-8  per  cent  of  this  market — 
came  in  with  the  Addis  Plaque  Master 
and  state  that  it  is  already  their  third 
biggest  selling  toothbrush.  Addis  run 
television  advertising  in  spring  and 
autumn  bursts  and  also  use  the  profes- 
sional Press — they  believe  they  spend 
more  on  advertising  than  all  other  tooth- 
brush brands  together.  Chemists  are 
offered  bonuses,  in-store  displays  and 
promotions  specially  organised  with  the 
pharmacist  and  staff. 

Also  entering  the  multituft  sector  in 
1976  were  Jordan,  with  a  brush  devel- 
oped with  the  co-operation  of  leading 
Scandinavian  dentists.  Wilkinson  Sword 
Ltd  market  the  Jordan  multituft  brush 
(which  has  Tynex  nylon  filaments  with 


rounded  ends)  in  five  colours,  in  hard, 
medium  or  supersoft  textures,  and  in  a 
junior  version. 

A  strong  seller  through  chemists  is 
said  to  be  the  Halex  Interspace  (LR/ 
Sanitas),  a  brush  for  cleaning  thoroughly 
between  the  teeth.  The  Interspace  is  a 
single-tufted  bristle  brush,  available  in  a 
single  blister  pack  and  is  recommended 
by  the  dental  profession.  LR/Sanitas 
merchandising  aids  include  a  unit  which 
holds  70  dozen  brushes  and  a  tiered 
counter  display  unit  able  to  hold  12-15 
dozen  toothbrushes  and  related  products. 
For  the  smaller  chemist,  a  counter  dis- 
play stand  is  available  with  a  single 
prong,  particularly  useful  for  the  Inter- 
space blister  packs. 

Halex  claim  to  offer  the  only  individu- 
ally-packed dental  mirror  on  the  market. 
The  mirror  comes  wrapped  in  a  single 
acetate  tube  which  enables  easy  display. 
A  dental  mirror  is  ideal  for  use  in  con- 
junction with  disclosing  tablets.  Available 
from  LR/Sanitas,  Stockwell  Green, 
London  SW9  9JJ. 


The  new  counter  unit  for  the  Kent  Dentex 
toothbrush  incorporates  recommenda- 
tions for  cleaning  the  teeth. 


Sales  lost  in  electric  toothbrushes? 


Manufacturers  and  dentists  may  design 
good  brushes,  but  they  are  useless  unless 
used  properly — and  that  is  where  the 
automatic  toothbrush  comes  into  its  own. 
It  brushes  up  and  down  up  to  2,300  times 
a  minute,  at  the  same  time  reaching 
awkward  areas,  including  the  back  teeth. 
Philips  Electrical  Ltd,  who  make  battery 
and  rechargeable  models,  say  the  market 
is  steadily  growing  and  has  an  esti- 
mated value  approaching  £2  millions. 
However,  the  major  part  of  sales  is  being 
achieved  by  the  larger  outlets  and  chains 
— and  Philips  believe  much  marketing 
opportunity  is  being  lost  by  the  chemist. 
They  have  designed  special  promotional 
material  for  the  chemist,  comprising  three 
battery  toothbrushes,  one  rechargeable, 
a  show  card  upon  which  a  battery  and 
rechargeable  can  be  mounted  and  a 
window  streamer. 

The  Pifco  Broxodent  automatic  tooth- 


brush featured  prominently  in  the  recent 
National  Dental  Health  Action  Campaign 
and  is  to  receive  further  support  in  a 
nationwide  Pifco  poster  campaign  run- 
ning October  to  December  on  prime  sites 
throughout  the  country.  Commercial 
radio  stations  will  be  playing  the  new 
Pifco  jingle  and  talking  about  the  Broxo- 
dent in  all  areas. 

Cereal-packet  offer 

5i  million  Kelloggs  Special  K  packets 
will  feature  the  Pifco  Broxodent  together 
with  five  other  Pifco  personal  care  appli- 
ances offering  the  consumer  £150  off 
any  or  all  of  these  items  which  may  be 
purchased  at  any  Pifco  stockist.  The 
purchaser  will  send  proof  of  purchase 
and  packet  tops  to  obtain  a  personalised 
cheque  for  £1-50.  The  trader  will  make 
his  full  profit  and  be  involved  in  no 
paperwork. 
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Due  to  the  ever  increasing  demand  of 
Oralcer,  Vitabiotics  Ltd  have  appointed 

Vestric 

as  their  sole  distributors  for  the  U.K. 

This  will  eliminate  delayed  deliveries 
and  ensure  regular  supply  of  this 
Product. 


AS  TO  WHETHER 


ORALCER 


IS  THE 

MOST 
EFFECTIVE  REMEDY 
FOR  ORAL  ULCERATION 

YOU  ALONE  CAN 

JUDGE 

AFTER  TRYING  IT  IN  CASES  WHERE 

OTHER  TREATMENTS 
HAVE  FAILED  TO 
RESPOND 

ORALCER  INVENTION  IS 
BACKED  BY  VALUABLE 
CLINICAL  EVIDENCE. 


(1)  Oralcer  is  free  from  local  anaesthetics  and 
analgesics  and  hence  does  not  mask  the  serious- 
ness of  the  ulceration. 

(2)  Oralcer  is  in  the  form 
of  Pellets  and  therefore, 
does  not  duplicate  your 
usual  range  of  Gels,  Pas- 
tilles and  Lozenges. 


Retail:  30p  (for  20  pellets) 
Trade:  £2.25  per  doz.  + 
VAT 


Available  from 

YOUR  LOCAL 
WHOLESALER 

or  from 

the  sole  Distributors 
Vestric  Ltd. 


No  toothbrush  is  as 
fine  as  this... 
that's  why  we  make 
Dental  Floss. 


JOHNSON'S  Dental  Floss*  cleans  where  no  ordinary 
toothbrush  can  reach. 

So  it  both  removes  and  helps  to  prevent  bacterial 
plaque,  the  major  cause  of  gum  infection  and 
subsequenttooth  loss. 

That's  why  it's  recommended  by  the  British  Dental 
Association. 

It  cleans  yourteeth  before  you  brush  them. 

*Available  both  waxed  and  unwaxed. 
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A  basic  routine  for 
removing  plaque 

by  M.  D.  Carse,  BDS 

The  author  outlines  a  preventive  dentistry  message  which,  he  claims,  has  resulted  in 
almost  complete  elimination  of  dental  decay  and  gum  disease  from  his  practice. 
The  message  includes  use  of  a  dry  toothbrush  (paste  later),  of  disclosing  tablets  and 
of  dental  floss 


The  most  effective  way  to  prevent  dental 
disease  is  to  eliminate  the  major  cause 
— bacterial  plaque.  Plaque  is  a  mixture  of 
saliva,  food  residue  and  bacteria  which 
combine  to  form  an  almost  invisible 
growth  on  the  tooth  structure  and  unless 
removed  it  provides  an  ideal  environ- 
ment for  the  development  of  the  rough, 
porous  formation  known  as  tartar  or 
calculus. 

Calculus  requires  professional  treat- 
ment for  removal;  plaque,  however,  may 
be  controlled  and  removed  by  the 
individual  through  a  programme  of  tooth 
brushing  and  cleaning  with  dental  floss. 
The  first  step  is  a  mental  commitment  to 
carry  out  the  programme  systematically 
and  regularly. 

The  best  result  will  be  produced  by 
brushing  only  once  a  day  with  a  small, 
easily  manoeuvred  medium  brush,  used 
dry,  without  toothpaste.  Microscopic  ex- 
amination shows  that  it  takes  more  than 
24  hours  for  plaque  bacteria  to  develop, 
so  brushing  just  once  a  day  should  pro- 
vide safety  from  decay.  The  old  saying 
"brush  after  meals"  is  really  groundless 
and  energy  is  wasted.  It  is  far  more 
effective  to  brush  once  a  day  carefully 
than  to  spend  inadequate  time  on  the 
three  brushings  a  day — plaque  is  not 
damaging  until  it  contains  an  "ants  nest" 
of  bacteria. 

Brushing  action 

A  disclosing  tablet  dissolved  in  the 
mouth  shows  up  the  plaque  present,  parti- 
cularly around  the  gum  margins,  both  on 
the  tooth  surfaces  and  on  the  gums  them- 
selves. These  areas  should  be  brushed 
very  gently  using  a  circular  action  and 
making  use  of  the  stain  to  show  where 
cleaning  is  unsatisfactory.  The  brush 
should  be  kept  dry  with  a  tissue — at  this 
stage  toothpaste  is  a  definite  disadvant- 
age as  it  froths  up  and  hides  the  plaque. 
In  addition  to  this  circular  action  with 
the  ends  of  the  bristles  moving  over  the 
tissues,  a  second  circular  action  is  re- 
commended, moving  just  the  handle  of 
the  brush  without  moving  the  ends  of  the 
bristles — gently  work  the  tufts  of  bristles 
between  the  teeth  and  massage  the 
gums  at  the  same  time.  If  the  brush  is 
removed  quickly  it  is  possible  to  see  the 
effect  of  the  massage:  the  gum  is  seen 
to  be  blanched  and  then  turn  back  to  a 
pink  colour.  That  is,  the  blood  is  mass- 
aged out  and  then  flows  back  into  prob- 
ably weak  tissue,  this  being  most  bene- 
ficial as  the  nutrition  of  these  tissues 
depends  on  blood  supply. 
Each  surface  of  each  tooth  should  be 


brushed  using  a  definite  sequence  so  as 
not  to  miss  even  the  very  last  molar  on 
the  upper  jaw.  Keep  the  handle  upright 
to  get  behind  the  lower  anterior  teeth — 
this  is  where  saliva  salts  tend  to  form 
most  easily.  Brushing  should  not  be 
stopped  because  of  a  little  bleeding — it 


Figure  1 


Figure  2 


Figure  3 


Figure  4 


is  the  effect  of  reaching  soft,  spongy 
gum  with  blood  vessels  that  are  "peri- 
shed". But  of  course  gentle  brushing  is 
the  only  action  that  should  ever  be  used 
— even  healthy  tissues  can  be  made  to 
bleed  by  scrubbing. 

The  basic  points  are,  then:  Brush  once 
a  day;  use  a  circular  action,  gently  and 
carefully;  no  toothpaste,  use  disclosing 
tablets  every  time;  use  a  mirror  and  good 
light  to  see  that  the  teeth  are  completely 
clean;  try  the  "tongue  test"  on  the  out- 
side surfaces.  When  the  mouth  is  clean 
use  a  fluoride  toothpaste,  spit  out  excess 
but  do  not  rinse. 

For  most  people,  dental  decay  and 
periodontal  disease  occur  primarily  bet- 
ween the  teeth.  The  toothbrush  cannot 
effectively  clean  these  areas  or  behind 
the  last  tooth  in  each  arch.  Unwaxed 
dental  floss  is  most  effective  for  cleaning 
these  areas,  it  should  be  used  twice  a 
day,  after  breakfast  and  after  the  last 
meal  of  the  day. 

The  instructions  for  use  are  as  follows: 
Cut  off  a  piece  of  floss  about  3ft  long. 
Lightly  wrap  the  ends  of  the  floss  around 
the  middle  fingers  (fig  1).  To  clean  bet- 
ween the  upper  right  back  teeth  pass  the 
floss  over  the  right  thumb  and  the  fore- 
finger of  the  left  hand  (fig  2).  The  thumb 
should  be  to  the  outside  of  the  teeth 
helping  hold  the  cheek  back  (fig  3).  To 
clean  between  the  upper  left  teeth  pass 
the  floss  over  the  left  thumb  and  the 
forefinger  of  the  right  hand.  Now  the  left 
thumb  is  outside  the  teeth  and  the  right 
forefinger  is  on  the  inside.  To  clean 
between  the  lower  teeth  hold  the  floss 
with  the  forefingers  of  both  hands  (fig  4); 
it  is  then  possible  to  insert  the  floss 
gently  between  all  lower  teeth  with  the 
floss  over  the  forefingers  in  this  position. 

Suggestions  for  flossing 

□  The  fingers  controlling  the  floss 
should  not  be  more  than  one-half  inch 

apart. 

□  Do  not  force  the  floss  between  the 
teeth.  Insert  it  gently  by  sawing  it  back 
and  forth  at  the  point  where  the  teeth 
contact  each  other.  Let  it  slide  gently 
into  place. 

□  With  both  fingers  move  the  floss  up 
and  down  six  times  on  the  side  of  one 
tooth,  and  then  repeat  on  the  side  of  the 
other  tooth  until  the  surfaces  are 
"squeaky"  clean. 

□  Go  to  the  gum  tissue  with  the  floss, 
but  not  into  the  gum  so  as  to  cause 
discomfort,  soreness  or  bleeding. 

□  When  the  floss  becomes  frayed  or 
soiled,  a  turn  from  one  middle  finger  to 
the  other  brings  up  a  fresh  section. 

□  At  first  flossing  may  be  awkward  and 
slow,  but  continued  practice  will  increase 
skill  and  effectiveness. 

□  When  the  technique  has  been 
mastered  it  is  possible  to  use  a  loop  of 
floss  right  round  each  tooth.  That  is, 
place  it  in  position  as  in  fig  2  then  again 
bring  the  end  back  and  between  the  next 
two  teeth.  You  now  have  a  loop  right 
round  one  tooth.  Complete  the  loop  to 
encircle  by  crossing  over  on  the  outside 
surface  of  the  tooth.  Now  tension  gently 
and  saw  the  floss  back  and  forth  right 
round  the  tooth,  taking  it  gently  just  to 
the  gum  margin  and  back  up  to  the 
contact  point  several  times.  Repeat  for 
every  tooth. 
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Preventive 
dentistry  aids 

Flossing  advice 

Johnson's  dental  floss  is  claimed  to  be 
the  most  widely  available  brand  in  Britain 
and  is  available  in  both  waxed  and  un- 
waxed  varieties.  The  brand  is  supported 
by  promotional  activity  with  dentists  and 
dental  hygienists,  and  Johnson  &  John- 
son are  one  of  the  co-sponsors  of  the 
National  Dental  Health  Action  Campaign. 

An  educational  film,  "Teeth  are  good 
things  to  have",  sponsored  by  Johnson 
&  Johnson,  is  available  free  for  showing 
from  the  National  Audio  Visual  Aids 
Library,  Paxton  Place,  Gypsy  Road, 
London  SE27  and  a  leaflet  "What  is 
dental  floss  and  how  do  you  use  it?"  is 
available  direct  from  J&J  at  260  Bath 
Road,  Slough,  Berks. 

Inter-dens  bonus 

Until  the  end  of  August,  Inter-dens  gum 
massage  sticks  are  available  on  bonus 
from  Nicholas  Laboratories  Ltd,  225  Bath 
Road,  Slough.  During  the  past  eighteen 
months,  supplies  have  been  insufficient 
to  meet  the  demand,  due  to  an  acute 
world  shortage  of  timbers  used  for  the 
"Firm"  and  "Standard"  grades.  However, 
the  problem  has  been  resolved  by  the 
selection  of  a  different  timber  meeting 
the  requirements  of  both  grades.  Supplies 
are  now  all  in  this  one  presentation.  A 
new  series  of  leaflets  will  soon  be 
available. 


Advertised  brand 

Evident  Dental  Co  Ltd,  57  Wellington 
Court,  Wellington  Road,  London  NW8 
9TD,  are  continuing  their  policy  of  being 
the  only  company  advertising  a  plaque 
disclosing  agent  direct  to  the  consumer 
and  have  followed  up  the  recent  local 
radio  advertising  campaign  with  adver- 
tisements in  The  Times  and  Guardian. 

Traditional  disclosing  agents  in  the 
past  have  not  only  coloured  the  plaque 
on  the  teeth  but  also  tended  to  stain  the 
lips  and  gums  for  some  hours  after  use. 
They  are  usually  in  tablet  form  and  need 
to  be  chewed  for  some  time  before  they 
dissolve  entirely.  Evident  was  developed 
to  overcome  these  problems. 

Fresheners  on  TV 

A  Double  Amplex,  television  campaign  is 
running  in  Granada  until  the  end  of  July, 
following  an  earlier  successful  campaign 
in  London,  say  Ashe  Laboratories  Ltd. 
The  30-second  commercial  will  reach  80 
per  cent  of  adults,  it  is  claimed.  Extensive 
consumer  Press  advertising  on  the  cap- 
sules continues  in  national  newspapers 
including  the  Da/7y  Mail,  Daily  Telegraph, 


Guardian  and  Sunday  Express.  There  are 
three  different  types  of  advertisement  but 
all  carry  the  headline  "Are  you  saying  one 
thing  while  your  breath  says  another?" 
The  copy  gives  the  solution  to  the  person 
who  wants  to  "live  at  peace  with  his 
weaknesses!" 

Ashe  Laboratories'  are  also  planning  a 
campaign  for  Miss  Gold  Spot,  scheduled 
to  run  in  women's  magazines  and  news- 
papers beginning  in  September. 


Government  'neglect' 
and  dental  health 

"There  can  be  no  doubt  that  because 
successive  Governments  have  vacillated 
in  regard  to  preventive  measures  in  dent- 
istry they  have  been  guilty  of  depriving 
the  mass  of  the  people  of  improved  dental 
health.  If  it  were  known  that  Government 
had  at  its  disposal  preventative  measures 
in  relation  to  any  other  disease  which 
affected  the  mass  of  the  people  and  that 
there  was  a  refusal  to  implement  such 
measures  there  would  inevitably  be  a 
great  public  outcry — the  deprivation  of 
health  arising  from  Government  neglect 
would  be  regarded  as  a  grave  social 
injustice.  I  submit  that  this  is  exactly  the 
dental  health  problem  and  it  should  be 
regarded  as  a  social  injustice. 

Comparative  costs 

"The  total  cost  to  the  nation  of  the 
treatment  of  dental  disease — the  addition 
of  the  Government's  contribution  and  the 
individual's  contribution — is  about  C200m, 
which  may  seem  a  rather  high  figure  until 
I  tell  you  that  as  a  nation  we  spend  more 
than  that  on  biscuits  alone,  more  than 
twice  that  figure  (£450m)  on  sugar  con- 
fectionery and  chocolate" — Dr  C.  E. 
Renson,  reader  in  conservative  dentistry, 
The  London  Hospital  Medical  College, 
University  of  London,  at  a  recent  sym- 
posium on  preventive  dentistry  organised 
by  Addis  Ltd. 


A  point  ot  sale  stand  o1  En-de-Kay  preventive  dentistry  and  oral 
hygiene  home  care  products  is  now  available  Irom  leading 
wholesalers  or  direct  from  S.  S.  White  Ltd,  51  St  Ann's  Road, 
Harrow,  Middlesex  HA1  1LR 


The  Oral-B  home  preventive  dentistry  kit  contains  Oral-B  brush, 
50  yards  unwaxed  dental  floss,  Dis-plaque  disclosing  tablets 
and  dental  mirror.  Available  from  Knox  Laboratories  Ltd, 
The  Firs,  Whitchurch,  Aylesbury,  Bucks 
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FOR  BABIES  ONLY. 

New  babies  are  being  born  in  Britain  at  the  rate  of  more  than 
one  a  minute. 

Which  means  a  lot  of  teething  trouble  for  babies,  and  a  lot  of 
lost  sleep  for  parents. 

Unless  they  use  Dentmox  teething  treatment. 

Dentmox  is  formulated  specifically  for  babies.  And  only 
for  babies. 

And  it  works.  Just  one  application  on  a  baby's  gums  eases 
the  pain  in  seconds.  And  peace  reigns. 

Unlike  most  other  mouth  treatments,  Dentmox  doesn't 
claim  to  cure  mouth  ulcers  or  denture  rubbing. 

Its  Lignocame  Hydrochloride  content  is  0.33% —far  below 
the  normal  safety  limit.  And  toxicity  tests  indicate  that 
Dentinox  has  an  LD5o  rate  well  in  excess  of  16 ml /kg  body  weight. 

So  that,  used  as  instructed,  it  is  absolutely  safe. 

Throughout  the  year,  we'll  be  telling  parents  how  to  stop 
the  crying  and  catch  up  on  their  sleep. 

We're  running  ads  in  all  the  leading  Mother  and  Baby 
magazines  this  year.  So  we'll  reach  just  about  every  mum  in  the 
country  with  a  teething  baby. 

Remember,  new  customers  are  arriving  at  the  rate  of  more 
than  one  a  minute. 

All  simply  crying  out  for  Dentinox. 

THE  TEETHING  TREATMENT  MADE  JUST  FOR  TEETHING. 

Dendron  Limited,  94/98  Rickmansworth  Road,  Watford  WD  1  7JJ. 
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SANGERS/ALBERTO 

EXCL USIVE 

SUPER  SAVE  PROMOTION 

Featuring  these  Major  Brands 

•k  MASSIVE  T.V.  SUPPORT  JUNE/JULY— £150,000 

★  FREE  DUMP  BINS 

★  FREE  WINDOW  STICKERS  24  x  18 

★  BIG  BIG  DISCOUNTS 


Bare  Q&xi**Y 


3  t 


""KeorcondHij 


LOOK  AT  THESE  PRICES!!! 


PACK 

ALBERTO  BALSAM  SHAMPOO  75cc  12 

125cc  12 

ALBERTO  BALSAM  CONDITIONER   90cc  12 

220cc  12 

ALBERTO  V05  PH  SHAMPOO  90cc  12 

155cc  12 

GET  SET  HAIRSPRAY  300gm  6 


SANGERS 

NORMAL  SPECIAL    NORMAL  SUGGESTED 
COST        PRICE        R.S.P.  *R.S.P. 


2.05 
3.02 
2.92 
5.54 
2.05 
3.02 
1.90 


1.53 
2.41 
2.31 
4.36 
1.53 
2.41 
1.55 


25p 
37  p 
39p 
74p 
25p 
37p 
49p 


17p 
27p 
26p 
49p 
17p 
27p 
35p 


Shows  approx.  20%  G.P 


EXTRA  2SV~z  <-PLUS^  EXTRA 

PRICES  AVAILABLE  JULY/AUGUST  1976  SUBJECT  TO  AVAILABILITY.  FULL  DETAILS  FROM  YOUR  LOCAL  SANGERS  BRANCH 
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Scottish  pharmacists  vote 
against  devolution 


Pharmacists  at  the  Pharmaceutical  Society 
Scottish  Department's  annual  meeting 
voted  by  a  large  majority  in  favour  of  the 
Society's  powers  in  Scotland  not  being 
devolved  any  further. 

Speaking  against  further  devolution,  Mr 
G.  L.  Geddes  could  see  several  dis- 
advantages in  a  Pharmaceutical  Society  of 
Scotland.  There  would  be  difficulties 
involved  in  deciding  who  could  be  mem- 
bers, eg  some  pharmacists  might  do  half 
their  preregistration  year  in  England,  half 
in  Scotland,  or  qualify  in  one  country  and 
work  in  the  other.  The  negotiating  position 
would  not  change  and  the  financial  posi- 
tion might  worsen.  "How  could  a  body  a 
tenth  the  size  of  its  parent  possibly  pursue 
the  comprehensive  activities  of  the 
Society,  albeit  on  a  smaller  scale,  with 
greater  economy?"  he  asked. 

Manpower  problem 

A  Scottish  pharmaceutical  society  would 
have  a  manpower  problem  considerably 
worse  than  England,  Mr  Geddes  con- 
tinued, and  Scotland  had  9j  per  cent  of 
the  Society's  membership  but,  excluding 
overseas  students,  134  per  cent  of  the 
students  of  British  pharmacy  schools. 
Asked  to  regulate  the  production  rate  of 
pharmacists,  the  Scottish  society  might 
have  to  cut  student  intake  by  the  equiva- 
lent of  closing  Robert  Gordon's, 
Strathclyde  or  Heriot-Watt.  He  also  felt 
that  there  would  be  fewer  BP  Con- 
ferences in  Scotland  if  organisation  was 
under  control  of  the  Pharmaceutical 
Society  of  England.  Finally  there  would 
be  the  loss  of  a  level  of  involvement 
between  Scotland  and  the  European 
pharmaceutical  community,  Common- 
wealth Pharmaceutical  Association,  or 
International  Pharmaceutical  Federation  : 
"The  sense  of  isolation  would  be  over- 
whelming." 

Opposing  the  motion,  Mr  J.  C. 
Somerville  said  further  devolution  would 
not  necessarily  mean  separation.  He  main- 
tained that  the  existing  Society  had  an 
excellent  record  of  administration  within 
the  context  of  its  Charter  but  was  "sadly 
lacking  in  foresight"  so  far  as  forward 
planning  was  concerned.  South  of  the 
border  had  an  alarming,  "almost  aquies- 
cent  acceptance"  of  the  current  malaise  of 
doctor  dispensing,  trading  aspirations  of 
local  authorities.  General  Sales  List, 
threat  of  nationalisation,  etc.  He  quoted 
examples  of  Scottish  foresight  being 
negated  by  British  lethargy — Glasgow's 
focus  on  manpower  problems,  ward 
pharmacy  in  Aberdeen,  Mr  Dalglish,  Fife, 
with  record  keeping — and  suggested  that 
it  would  be  better  to  "show  our  Southern 
colleagues  by  example  how  the  profession 
should  develop  rather  than  effectively  prod 
them  from  within." 

A  motion  that  "Council  be  asked  to 


look  at  the  formulation  of  Bye-laws  relat- 
ing to  the  present  powers  of  the  Scottish 
Executive  in  the  regulation  of  the 
profession  in  Scotland"  was  carried. 

PSNC  attacked  by  ASTMS 
for  'opposing  alliance' 

The  general  practice  section  of  the  As- 
sociation of  Scientific  Technical  and 
Managerial  Staffs  has  attacked  the  Phar- 
maceutical Services  Negotiating  Committee 
for  not  joining  together  with  them. 

The  section's  latest  newsheet  recalls  the 
recent  Parliamentary  question  as  to 
whether  the  Secretary  of  State  for  Social 
Services  would  give  the  same  facilities  to 
the  PSNC  as  he  gave  to  ASTMS  (C&D, 
May  29,  p761)  which,  the  article  claims, 
is  evidence  of  the  effectiveness  of  ASTMS 
Parliamentary  representation.  "It  is  there- 
fore well  appreciated  by  members  of  the 
PSNC,  despite  their  secretary's  strong 
denial,  that  they  were  responsible  for  the 
tabling  of  this  question  in  the  first  place. 
Such  ploys  by  the  PSNC  are  belittling  not 
only  themselves  in  the  eyes  of  Parliamen- 


Patients  with  coughs,  colds  and  indigestion 
are  more  likely  to  purchase  medicines  for 
self-treatment  from  a  pharmacy  than  visit 
a  doctor's  surgery  but  with  diarrhoea  and 
sickness  the  reverse  is  the  case. 

These  findings  form  part  of  the  results 
of  a  two-week  survey  in  Seaton,  Devon, 
by  a  local  general  practitioner,  Dr  R.  V. 
Jones,  recorded  in  the  June  issue  of  the 
Journal  of  the  Royal  College  of  General 
Practitioners.  For  each  of  the  two  weeks — 
spaced  six  weeks  apart  during  the  winter 
— the  two  local  pharmacies  and  two 
medical  practices  recorded  sales  figures 
and  consultations  respectively. 

Out  of  a  total  of  6,200  people  on  the 
doctors'  lists-  and  thus  also  potential  cus- 
tomers of  the  pharmacies — some  3,281 
bought  medicines  in  the  two  weeks,  and 
1,723  visited  the  surgeries — a  ratio  of 
about  two  to  one.  Sales  for  cough  and 
cold  remedies  totalled  441,  for  indigestion 
166,  and  for  diarrhoea  and  sickness  35, 
whereas  the  number  of  surgery  visits  were 
respectively  205,  95,  and  59.  When  added 
together  sales  for  those  three  groupings 
were  19-7  per  cent  of  total  medicines  sales, 
compared  with  a  total  of  20-8  per  cent  of 
visits  to  the  surgery. 

For  the  three  groups,  the  pharmacies 
recorded  only  a  customer  buying  a  pro- 
duct, recommended  by  the  manufacturer, 
which  was  understood  as  being  appropriate 
to  the  symptom.  The  number  requesting 
advice  was  also  recorded,  and  the  results 


tarians  but  also  the  whole  of  our  pro- 
fession. ASTMS-GPP  sincerely  believes 
that  the  PSNC  has  a  great  deal  to  gain,  not 
by  opposing"  the  union's  strength  but 
"by  seeking  means  of  harnessing  and  using 
the  extensive  facilities  of  ASTMS  for  the 
benefit  of  all  the  pharmacy  practitioners 
which  the  PSNC  represents.  To  resist  such 
an  alliance  can  well  cause  chemist  con- 
tractors to  believe  that  the  PSNC  only 
represents  a  few  selfish  vested  interests 
and  has  no  real  interest  in  whether  or 
not  the  profession  sinks  or  swims." 

The  newsheet  claims  the  section  has  had 
increasing  success  in  recruiting  Boots 
pharmacists,  as  more  of  them  "begin  to 
appreciate  that  the  increasing  problems 
besetting  pharmacy  do  not  exclude  them, 
and  that  they  are  no  longer  protected  from 
the  increasing  stagnation  within  pharmacy 
by  those  'glass  bubbles'."  The  article  adds 
the  section  would  be  even  more  pleased 
to  welcome  a  mass  affiliation  by  the  Joint 
Boots  Pharmacists'  Association. 

Doctors  pledge  resistance 
to  threat  to  prescribing 

The  annual  representatives  meeting  of  the 
British  Medical  Association  last  week 
voted  by  a  large  majority  to  resist  any 
attempt  by  the  Government  to  interfere 
with  the  doctor's  right  to  prescribe  the 
drug  of  his  choice  for  his  patient.  How- 
ever, the  meeting  rejected  a  motion  which 
sought  to  deplore  "the  waste  of  valuable 
resources  of  time  and  manpower"  in  the 
Campaign  on  the  Use  and  Restriction  of 
Barbiturates,  and  also  turned  down  another 
motion  which  would  have  opposed  the 
introduction  of  mandatory  training. 


show  that  only  87  patients  out  of  441  re- 
quested the  pharmacist's  advice  on  coughs 
or  colds,  26  out  of  166  for  indigestion, 
and  21  out  of  35  for  diarrhoea  or  sickness. 
Doctors  recorded  the  number  of  requests 
for  prescriptions  through  the  receptionist 
without  advice  from  the  doctor,  and  for 
the  three  groups  these  totalled  53  out  of 
205,  53  out  of  95,  and  9  out  of  59  re- 
spectively. Patients  progressing  onto  the 
doctor  having  first  been  to  the  pharmacy 
— regarded  by  Dr  Jones  as  the  "failure 
rate"  of  self-medication — were  8-8  per 
cent  for  coughs-colds,  6-6  per  cent  for 
indigestion,  and  34  per  cent  for  diarrhoea- 
sickness.  "A  'success-rate'  of  nearly  90 
per  cent  for  self-medication  for  coughs  and 
colds,  indigestion  and  diarrhoea  and  sick- 
ness emphasises  the  large  and  valuable  part 
that  self-medication  plays  in  day-to-day 
management  of  illness,"  the  author 
comments. 

However  Dr  Jones  also  raises  the 
question  of  how  many  of  the  155  who 
bought  indigestion  remedies  but  did  not 
go  to  a  doctor  needed  further  investigation 
and  treatment — a  1973  study  had  indicated 
that  60  per  cent  of  such  patients  presenting 
to  their  doctors  with  dyspepsia  have  a 
specific  lesion  causing  their  symptoms.  He 
suggests  that  advice  should  be  designed  to 
alert  the  population  to  symptoms  requiring 
medical  rather  than  self-treatment,  which 
might  result  in  earlier  diagnosis  of  serious 
disease. 


Survey  reveals  pattern  of  self-treatment 
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Unversed  in  Latin 

'  'Ow  I  wish  I'd  worked  'ard  at  me  Latin" 
(with  apologies  to  Pam  Ayres)- -lines 
found  written  on  the  margin  of  the 
editorial  columns  of  a  certain  Sunday 
news  paper: 

I  went  to  me  Chemist,  last  Friday 
To  stock  up  with  the  things  that  I  take ; 
And  I  gave  'im  the  form  from  me  Doctor 
For  Cystitis,  The  Change,  and  Backache 

When  I  asked  'im  to  knock  them  up  quickly 

So  I  to  the  Bingo  could  go 

'E  give  me  a  look  rather  sickly — 

And  'e  took  quite  five  minutes  or  so 

Well — I  took  just  one  look  at  the  vials 
Then  I  'ollered  the  length  of  the  shop 
"Ere — you've  done  me  on  this  one  by  miles  ; 
I've  a  good  mind  to  call  in  a  Cop" 

The  paper  said  'Give  me  100' 
Said  the  Pharmacist  "No.  One  Oh.D. 
It's  in  Latin" — I  said  "I  should  coco — 
It  still  looks  100  to  me" 

"And  these  tablets  I  'ave  for  cystitis 
Four  stat  and  two  bid  (if  that's  true) 
Come  to  such  a  peculiar  number. 
Would  my  doctor  just  write  thirty-two?" 

'Ow  I  wish  I'd  worked  'ard  at  me  Latin : 
At  me  Amo,  Amas,  and  Amat 
Then  instead  of  these  terrible  squiggles 
I'd  really  know  what  they  was  at! 

Anon. 

Donated  to  the  Archives  by 

K.  C.  Ward 

Meonstoke,  Southampton 

Value  of  election 

I  refer  to  your  item  on  the  election  of  the 
Welsh  Executive  and  the  Executive  of  the 
Scottish  Department  (July  3,  p9).  In 
respect  of  Mr  Myers  occupying  two  seats 
on  the  same  committee  it  might  be  inter- 
esting to  know  if  as  an  ex  officio  member 
he  would  sit  on  exactly  equal  terms  with 
an  elected  member.  If  not,  it  might  well  be 
that  he  felt  he  should  have  the  full  com- 
mittee status  which  would  come  to  him 
from  being  a  full  elected  member. 

J.  H.  Fogg 
Joint  area  pharmacist 
Clwyd  and  Gwynedd  Health  Areas 
Colwyn  Bay,  Clwyd 

Evidence  invited 

The  National  Pharmaceutical  Consultative 
Committee  has,  with  the  concurrence  of 
the  Scottish  Health  Service  Planning 
Council,  appointed  a  working  party,  of 
which  I  am  chairman,  to  review  general 
practice  pharmaceutical  services  in  Scot- 
land. The  terms  of  reference  of  the 
working  party  are  "to  report  on  the 
present  provision  of  general  practice  phar- 
maceutical services  in   Scotland  and  to 


make  recommendations  for  the  future 
planning  and  distribution  of  those 
services". 

The  working  party  is  collecting  evidence 
from  a  number  of  organisations  and  in- 
dividuals. Anyone  who  wishes  to  give 
evidence  and  who  has  not  received  a  direct 
invitation  to  do  so  is  invited  to  get  in 
touch  with  the  joint  secretary  to  the  work- 
ing party,  Mrs  F.  M.  Cruickshanks, 
Scottish  Health  Service  Planning  Council, 
45  Melville  Street,  Edinburgh  EH3  7HL, 
from  whom  further  information  can  be 
obtained.  A.  R.  Rogers 

Heriot-Watt  University 
Edinburgh 

The  Pharmaceutical  Society's  Scottish 
Executive  is  collecting  evidence  on  work 
done  outside  the  NHS  contract  for  sub- 
mission to  the  working  party  (see  C&D, 
luly  10,  p56)— Editor. 

Homoeopathic  group 

The  Comite  International  des  Pharmaciens 
Homeopathes  (CIPH),  of  about  30  mem- 
bers representing  10  countries,  was  formed 
in  1955  with  the  object  of  drawing  together 
pharmacists  specialising  in  homoeopathic 
pharmacy  to  pool  information  and  ex- 
perience. In  recent  years  a  scientific  com- 
mission of  CIPH  has  been  formed  to  deal 
with  specific  matters  relating  to  manu- 
facture and  much  progress  has  been  made 
on  several  aspects. 

The  Committee  meets  annually,  usually 
at  the  time  of  the  medical  practioners' 
International  Homoeopathic  League  Con- 
gress and  the  scientific  commission  meets 
at  least  twice  a  year.  Over  the  years  a 
dossier  of  information  has  been  built  up 
of  the  situation  regarding  homoeopathic 
medicine  and  pharmacy  in  members' 
countries ;  the  secretary  general  of  the 
organisation  is  now  in  a  position  to  advise 
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on  many  questions  relating  to  this  branch 
of  pharmacy  and  inquiries  are  welcomed. 

As  president  for  the  next  two  years  I 
would  welcome  letters  from  any  phar- 
macists with  a  serious  interest  in  the 
subject  wherever  they  reside,  and  I  am 
sure  our  secretary  general — Dr  Gerhardt 
Peithner.  Heidlinger  Hauptstrasse  86, 
Al  121,  Wien,  Austria — would  be  more 
than  willing  to  deal  with  questions  coming 
within  his  experience. 

The  CIPH  liaises  with  other  pharmaceu- 
tical organisations  and  two  of  its  members, 
one  French,  one  British,  sit  on  the  five-man 
homoeopathy  working  group  of  the 
European  pharmacy  group  at  Brussels. 
This  working  group  is  specifically  con- 
cerned with  the  arrangements  for  manu- 
facture, sale  and  supply  of  homoeopathic 
medicines  in  the  EEC. 

J.  B.  L.  Ainsworth,  MPS 
73  Duke  Street 
Grosvenor  Square 
London  W1M  6BY 

Bradford  invitation 

The  new  Pharmacy  Students  Association 
Committee  at  Bradford  University  is  hop- 
ing to  re-establish  communications  with  the 
ex-students  of  this  university. 

This  coming  year  is  the  50th  anniversary 
of  the  school  of  studies  in  pharmacy  exist- 
ing in  Bradford,  and  we  hope  to  increase 
the  number  of  past  students  returning  to 
our  annual  dinner-dance. 

The  dinner-dance  will  be  held  at  the 
Victoria    Hotel,    Bradford,    on  Friday 
February  11,  1977.  More  information  and 
tickets    are    available   from    myself,  as 
Association  president.     Carol  Ann  Stoker 
School  of  studies  in  pharmacy 
University  of  Bradford 
Richmond  Road 
Bradford  7,  West  Yorkshire 


New  rates  for  oxygen 

Revised   rates   of  remuneration   for  the 
oxygen  therapy  service  in  Scotland  have 
been  announced  by  the  Scottish  Home  and 
Health  Department.  The  new  rates,  effec- 
tive from  May  1,  are  as  follows: 
Hire  rentals:  An  annual  payment  of  £7-20 
in  respect  of  each  light-weight  single  unit 
set  specification  01  held  by  the  chemist 
and  authorised  by  the  board.  This  will  be 
payable  at  £0-60  per  month. 
Fees:     (i)    £7  TO    per    set  prescribed. 
(Two   "Edinburgh"   masks,  specifications 
02B(ii)a  and,  unless  the  prescriber  indi- 
cates that  one  is  not  required,  a  stand  for 
the  oxygen  cylinder  are  to  be  supplied 
with  each  set  loaned  to  a  patient.) 
(ii)  £0-79  per  cylinder  prescribed. 
Delivery  allowances 


Per  return  journey,  mileage  each 

way 

A 

B 

Up   to   and  in- 

£1-98 

£0-96 

cluding  5  miles 

5-10  miles 

£3-60 

£2 '50 

10-15  miles 

£5-22 

£4-12 

15  to  20  miles 

£6-84 

£5-74 

Higher  mileages 

£0-32 

£0-30 

per  return 

per  return 

mile 

mile 

A :    Delivery  of 

set  and  cylinders  or  of 

replacement  set. 


in  Scotland 

B :  Delivery  of  cylinders  (when  not  in 
conjunction  with  a  set);  collection  of  set 
and  cylinders  at  end  of  treatment ;  second 
journey  to  collect  set  and  cylinders  at  end 
of  treatment  when  first  journey  was  in- 
effective. 

£28,000  now  NPU's  lowest 
'interfirm'  turnover 

Turnovers  in  retail  pharmacy  have 
increased  so  much  (due  largely  to  higher 
retail  prices)  that  the  National  Pharma- 
ceutical Union  is  making  "under  £28,000" 
annual  turnover  its  lowest  group  in  the 
interfirm  comparison  scheme.  Two  new 
groups  are  added  at  the  top  end  of 
the  scale— "£90,000-£  11 0,000"  and  "over 
£110,000".  The  NPU  points  at  that  the 
retail  price  index  reveals  the  following 
January  to  January  percentage  increases 
for  all  items  and  for  medicines,  surgical 
goods  and  toilet  requisites  (including  NHS 
charges) : 


All  items 

Medicines,  etc 

1974  v 

1973 

+  12 

+  0-7 

1975  v 

1974 

+  19-9 

+  14 

1976  v 

1975 

+  23-4 

+  21-1 
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Brand  new 
to  brand  leader 
in  12  weeks 


Last  February  when  we  launched  MD4 
we  knew  we  had  a  success  on  our  hands. 

MD4  was  already  established  as  a 
money  spinner  on  the  Continent,  and  in  the 
UK  consumer  sales  from  February  to  May  have 
already  amounted  to  £500,000  making  us 
the  largest  ever  brand  in  the  stop  smoking 
market. 

In  just  12  weeks  we  advanced  from 
brand  new  to  brand  leader. 

Backed  by  a  £300,000  promotional 
budget  advertising  to  a  potential  market  of 
20,000,000  British  smokers,  the  response 
had  to  be  big.  But  with  just  over  100,000  MD4 
users  in  Britain  we've  only  scratched  the 
surface. 

We're  continuing  our  award-winning 
advertising  campaign  in  the  Readers  Digest, 


The  Sunday  Times  and  Observer  colour 
magazines,  Woman,  Sunday  Express,  Daily 
Mail,  TV  Times,  Evening  Standard  and  medical 
journals  such  as  General  Practitioner,  World 
Medicine  and  British  Journal  of  Hospital 
Medicine. 

This  will  be  supported  by  an  intensive 
promotional  and  PR  campaign. 

Doctors  will  be  hearing  about  the 
advantages  of  MD4  through  medical 
publications,  mailings  and  exhibitions  so 
they  can  confidently  recommend  MD4  to 
patients  because  it  contains  no  drugs  and  you 
too  can  recommend  it  to  customers. 

Re-stock  now  and  take  full  advantage  of 
the  MD4  point-of-sale  material.  There  are 
six  packs  in  a  display  outer  with  leaflets. 
(Each  pack  retailing  at  £4.95) 
Counter  cards  and  till  stickers  with  leaflets 
are  also  available  from  Miles. 

Don't  underestimate  demand. 

Re-order  MD4  today  and  make  sure  your 
shop  is  well  prepared. 

The  sales  have  only  just  begun. 


wr\r\ 

£700 


Miles  Laboratories  Ltd 
Stoke  Court 

Stoke  Poges  Jk 
SLOUGH 
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Clic-Loc  Cap 

9 


Standard  Cap 


NEW 

Pharmapac 

will  wear  it! 

This  new  range  of  dispensing  containers  has 
been  designed  to  enable  the  pharmacist  to  stock  a 
standard  range  of  bottles  that  will  accommodate 
both  Clic-Loc  (U.G's  proven  child-resistant 
closure)  and  standard  medical  closures. 

The  Pharmapac  containers,  manufactured  in 
natural  or  opaque  unbreakable  polyethylene  and 
round  shaped  for  easy  labelling,  are  produced  in 
15  cc,  30  cc,  60  cc  and  120  cc  sizes. 

Containers  and  caps  are  supplied  in  100  unit 
polybags  from  leading  pharmaceutical  wholesalers. 

Clic-Loc&Bottles 

or  Standard  Caps 
&  Bottles 


Pharmapac  Stockists 

Martindale  Samoore  Ltd.,  54  High  St.,  Weedon,  Northampton 
Mawson  &  Proctor  Pharmaceuticals,  Kingsway  South 
Team  Valley,  Gateshead,  Co.  Durham,  NE8  1  YX 
East  Anglian  Wholesale  Supplies  Ltd.,  Quayside,  Norwich 
NR3  1  RX  •  Jones  &  King  Ltd.,  Lower  Quay,  Fareham,  Hants. 

Clic-Loc  Stockists 

Bradford  Chemists  Bradford  ■  Bristol  Bottle  Co.  Bristol 
J.  M.  Loveridge  Southampton  '  Muirs  Nottingham 
M  &  A  Pharmaceuticals  Manchester  '  Harrison  Smith  London 
Michael  Stewart  Humberside  "  Wains  Tunbridge  Wells 
Vestric  Branches  at  Ruislip,  Brierley  Hill,  Sheffield,  Preston, 
Liverpool,  Reading,  Swansea,  Enfield,  Birmingham 
Charnwood  Pharmaceuticals  Leicester  '  Colchester 
&  East  Essex  Co-op  Colchester  "  C.  R.  Crosskill  Norwich 
Grimwade  &  Ridley  Ipswich  -  Hall  Forster  &  Co.  Newcastle- 
upon-Tyne  "  Branches  of  Wellcome  Foundation. 

U.G.  Closures  &  Plastics 

Astronaut  House,  Hounslow  Road,  Feltham,  Middx. 
Telephone  :  01  -890  9051 . 


It, 


skin  care  soap 


Your  customers  have  been  reading  in  all  the  top 
magazines  about  a  super  creamy  deep-cleansing 
treatment  which  leaves  skin  looking  young,  healthy 
and  beautiful.  Cidal  -  a  gently  medicated  soap  with  a 
light  fragrance  that  goes  to  work  against  harmful 
germs  and  bacteria  that  cause  skin  problems. 

Good  buy  for  the  customer 
-good  returns  for  you ! 

No  gimmicks  or  tricks.  Cidal  simply  means  safe, 
effective  skin  care  and  genuine,  solid  value.  The  kind 
that  keeps  your  customers  coming  back  for  more ! 

So  give  the  ladies  what  they  want . . .  Cidal  -  in 
all  the  leading  women's  magazines  now! 

Throughout  the  year  larger  spaces  than  ever  in 
women's  magazines,  together  with  a  series  of  special 
promotions,  will  be  keeping  the  demand  constant. 
Make  sure  your  stocks  are  big  enough  to  meet  it! 

r„  woman*  tfyUeP*/„ 

another  C0SM0P0L|TAN 


Cidal-skin  care 
soap  for  young 

healthy  skins 

CIDAL  PRODUCTS,  P.O.  Box  4,  Liverpool  L36  6AE. 
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Unichem  may  increase 
members'  rebate 

The  board  of  Unichem  will  be  consider- 
ing shortly  increasing  the  level  of  mem- 
bers' rebates  for  1976,  the  society's 
chairman,  Michael  Frith,  announced  this 
week — he  added  that  the  membership 
target  for  1976  has  been  revised  upwards 
to  3,000  as  a  result  of  substantial  increases 
in  the  past  year. 

Trading  volume  in  the  first  half  was  well 
up  on  the  same  period  of  1975  when  sales 
reached  £36m  and  profits  £l-15m.  Uni- 
chem members  were  this  week  receiving 
their  last  instalment  in  the  record  £500,000 
rebate  resulting  from  the  1975  performance. 

Boots'  promising  start 

World  sales  of  The  Boots  Co  Ltd  at  about 
£168m  are  a  little  over  20  per  cent  above 
the  first  quarter  last  year.  The  increase  in 
non-retail  sales  included  in  the  total  is 
about  33  per  cent,  reflecting  the  continuing 
growth  of  this  side  of  the  company's 
business,  particularly  overseas. 

Counter  sales  increased  in  the  first 
quarter  by  nearly  19  per  cent.  In  percent- 
age terms  this  is  less  than  the  figure  for 
the  corresponding  increase  in  the  first 
quarter  last  year,  but  the  chairman,  Dr 
G.  I.  Hobday,  speaking  at  the  annual 
meeting  on  July  15,  pointed  out  that  the 
rate  of  price  inflation  is  now  at  a  consider- 
ably lower  level  and  consequently  the  real 
growth  in  sales  in  the  first  quarter  is 
greater  than  it  was  for  the  same  period 
last  year. 

He  continued:  "We  have  a  long  way  to 
go  in  the  remainder  of  this  trading  year, 
but  we  might  reasonably  expect  that  the 
real  growth  in  counter  sales  this  year  will 
xceed  that  of  last  year.  We  feel  we  have 
made  a  good  start  since  the  growth  in 
.hese  sales  in  the  first  quarter  is  more 
:han  twice  that  which  we  achieved  over 
ast  year  as  a  whole." 

Wilkinson  Match  growth 

Turnover  for  the  Wilkinson  Match  Group 
n  the  year  to  March  31,  1976,  was  £162m, 
in  increase  of  11-6  per  cent  over  the 
irevious  year.  Pre-tax  profits  at  £9 -5m 
vere  22-4  per  cent  up.  This  improvement 
n  profits  follows  a  period  of  consolidation 
ind  rationalisation. 

In  the  review  of  the  year's  operations 
n  the  annual  report,  it  is  stated  that  the 
Vilkinson  Sword  shaving  business  has 
argely  maintained  its  market  share  across 
lie  world  and,  in  the  UK,  Wilkinson 
word  double  edge  and  bonded  blades, 
etween  them,  continue  to  hold  about  50 
«r  cent  of  the  market.  Foster  Grant  sun- 
lasses,  which  are  marketed  by  the 
ompany  in  the  UK,  have  achieved  a  7-5 
er  cent  share  of  the  market  and  the 
osition  of  number  two  brand.  The  com- 
any  is  proposing  to  increase  its  activities 


in  the  consumer  scissors  market.  These 
products,  supplied  by  Fiskers  of  Finland, 
have  been  sold  successfully  in  the  UK  on 
a  limited  basis  for  the  past  two  years. 

Glassware  makers  merger 

Glastics  Ltd  have  acquired  the  shares  of 
Waterstone  Glassware  Ltd,  a  subsidiary  of 
International  Bottle  Co  Ltd.  Glastics  are 
decorators  of  glass  bottles  and  manufac- 
turers of  semi-automatically  made  glass 
bottles  and  jars  as  well  as  other  types  of 
glassware  used  outside  the  packaging 
industry.  Waterstone  specialise  in  the 
manufacture  of  bottles  and  jars  and  certain 
other  pressed  ware.  The  amalgamation  of 
these  two  companies  will  create  a  semi- 
automatic glassware  manufacturing  com- 
pany which,  it  is  claimed,  will  be  the 
largest  in  the  UK  and  probably  in  Europe 
as  well. 

Philip  Harris  sales  up  20pc 

Turnover  of  Philip  Harris  (Holdings)  Ltd 
in  the  year  ended  March  31  amounted  to 
£6,585,699  (£5,101,634  in  the  previous 
year).  Profit  before  taxation  and  "extra- 
ordinary items"  was  £602,910  (£479,862); 
after  taxation  and  "extraordinary  items"  it 
was  £313,018  (£204,807).  A  final  dividend 
of  2-18  per  20p  share  is  proposed  in 
addition  to  the  interim  dividend  of  l-3p 
already  paid. 


Briefly 

The  Radiochemical  Centre  are  to  build  a 
new  manufacturing  plant  in  Cardiff, 
assisted  by  a  £5m  Government  grant. 
E.  A.  &  P.  M.  Rooney  Ltd  are  taking  over 
the  pharmacy  of  Mr  B.  G.  Phillips,  MPS, 
at  99  Tankerton  Road,  Tankerton,  Whit- 
stable,  Kent,  on  August  2. 
Mast  Laboratories  Ltd,  Liverpool,  have 
received  planning  permission  to  convert 
the  redundant  Bootle  General  Hospital 
for  the  manufacture  of  their  hospital 
products. 

S.  I.  Myer  Ltd:  Mr  K.  D.  Norbury,  Mid- 
lands sales  manager,  has  moved  from 
Lichfield  to  The  Coppice,  Hazier  Road, 
Church  Stretton,  Shropshire.  (Telephone 
06942  2772). 

CIBA-Geigy  have  planned  a  £7m  invest- 
ment programme  for  agrochemicals, 
including  two  production  plants  at 
Grimsby,  and  a  warehouse  and  packaging 
facility  near  Cambridge. 
Eli  Lilly  &  Co,  Indianapolis,  report  re- 
cord sales  and  net  income  for  the  second 
quarter  and  first  six  months  of  1976. 
Second  quarter  worldwide  sales  totalled 
$331m  ($312-3m).  Estimated  net  income 
for  the  quarter  was  $50  -6m  ($49 -4m). 
Savory  and  Moore  Ltd,  177  Preston  Road, 
Brighton  BN1  6BA,  have  acquired  the 
company  of  G.  Peck  &  Son  Ltd,  Cam- 
bridge, operating  pharmacies  at  30  Trum- 
pington  Street,  9  King's  Parade  and  18  St 
Andrew's  Street. 

Bayer  AG  and  Takeda  Chemical  Industries 

Ltd — the  biggest  manufacturer  of  pharma- 
ceuticals in  Japan — have  agreed  to  co- 
operate in  introducing  pharmaceutical 
specialities  made  by  Takeda  into  Europe 
under  the  Japanese  company's  trademark. 
If  the  co-operation  is  successful,  the 
foundation  of  a  joint  venture  will  be  con- 


Chemist  &  Druggist  123 

sidered  with  equal  shares  of  Bayer  and 
Takeda. 

British-American  Tobacco  Co  Ltd:  In  an 

interim  report  dated  July  20,  BAT  state 
that  progress  in  the  cosmetics  field  has 
continued  in  the  USA  and  continental 
Europe.  In  the  UK,  despite  difficult  market 
conditions,  some  increase  in  both  sales 
and  profits  was  achieved.  In  Latin  America, 
Australia  and  most  general  export  markets, 
sales  volume  was  at  least  maintained  and 
profits  improved. 


Appointments 


Mr  Deryck  Rhodes,  BSc (Pharmacy) , 
MPS,  has  been  appointed  to  the  board  of 
Allen  &  Hanburys  Research  Ltd  as 
director  of  pharmaceutical  chemistry.  Mr 
Rhodes,  who  joined  the  company  in  1965, 
was  formerly  head  of  pharmaceutical 
research.  He  is  a  past  chairman  of  the 
Hertford  Branch  of  the  Pharmaceutical 
Society 

Smith  and  Nephew  Associated  Companies: 

Mr  Kenneth  R.  Kemp  has  been  appointed 
chairman  in  succession  to  Mr  Stephen  N. 
Steen  who  is  now  president. 

Procter  &  Gamble  Ltd:  Mr  A.  D.  Garrett 
has  been  appointed  managing  director  with 
effect  from  August  1.  He  succeeds  Mr  J. 
C.  Tappan  who  is  leaving  the  company. 

Boots  The  Chemists  Ltd:  The  following 
have  been  appointed  directors:  Mr  R.  G. 
Clow,  MPS,  Mr  J.  J.  E.  Fergusson,  MPS, 
Mr  K.  Jervis,  MPS,  and  Mr  J.  P.  Lewis, 
MPS. 

Roger  &  Gallet  Ltd:  Mr  V.  A.  Tait  has 
been  appointed  representative  for  north 
London,  Home  Counties  and  East  Anglia 
on  the  retirement  of  Mr  E.  G.  Welch  at 
the  end  of  July. 

Independent  Chemists  Marketing  Ltd:  Mr 

M.  Cleary  has  joined  as  marketing  man- 
ager. He  was  a  sector  marketing  manager 
with  J.  Lyons  &  Co  Ltd,  and  his  appoint- 
ment completes  ICML's  senior  marketing 
team. 

More  Appointments  on  p125 
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Give  your  shop 
a  sales  lift 

when  you  lease-purchase 

your  UMDASCH  shop  interior  - 


3c 


I- 


•  NO  DEPOSIT 

•  IMMEDIATE  VAT  RECOVERY 

•  FULL  CAPITAL  ALLOWANCES 

•  FULL  TAX  RELIEF  ON  INTEREST 

•  FIXED  RENTAL  RATES 

•  FULL  OWNERSHIP 

passes  to  lessee  on  payment  of  final  rental 

•  FREE  PLANNING  SERVICE 
BY  UMDASCH  SPECIALISTS 

FOR  FURTHER  DETAILS,  STICK  ONE  OF  YOUR 
LABELS  ONTO  A  CARD  AND  POST  NOW  TO: 


Umdasch 


Harolt  Shopfitters  Limited, 

56/58  Tennyson  Road,  Harpenden,  Herts 

or  phone  Harpenden  64256. 


IMEWBALL  &  MASON  LTD. 

Established  in  1850 

SPICES  AND  CULINARY  HERBS  IN  EVERY  VARIETY 
FLAVOURING  ESSENCES  AND  FOOD  COLOURS 

The  Famous 

EXTRACT  OF  HERBS,  LEMONINE,  GINGER, 
SARSAPARILLA,  DANDELION  &  BURDOCK 

For  Herb  Beers 

Attractively  packed  with  pharmacy  in  mind,  and  also 
available  in  bulk 

Detailed  price  list  and  bonus  terms  from 
Dormston  Trading  Estate,  Burton  Road,  Dudley, 
West  Midlands,  DY1  2BR.  Tel.  No.  Sedgley  2537 


A.  NELSON  &  COMPANY  LIMITED 
73  DUKE  STREET,  LONDON,  W1  M  6BY 

HOMOEOPATHIC  PHARMACY 

Tel:  01-629  3118  &  3119  Telex:  918224 

Full  range  of  Medicines  and  Books  always  available. 
Answering  service  available  when  Pharmacy  is  closed. 


ORALCER 


I 


pellets  °  MOUTH  ULCERS 

RETAIL  PRICE  30p.  TRADE  PRICE  £2.25  per  dozen 
Available  from  your  local  wholesaler  and  from  Vestric 


I 


The  touch  of 

REAL 
Beauty 


Veloutu 

POWDER    CREAM  V-# 


In  shades  of  Ivory,  Natural,  Ochre,  Peach, 
Sungold,  Apricot,  Rachel  and  New  Summer 
shades  for  the  young.  Honey  Beige,  Velvet  Tan 
Sable.  Bronze. 

VAT  Recommended  Retail  Prices: 
TUBES  No.  2  26p  each  (Trade  £2.1 5p  doz) 
TUBES  No.  3  33p  each  (Trade  £2.53p  doz) 
PLASTIC  JARS  55p  each  (Trade  £4.54p  doz) 


The  ALL-IN-ONE 
Make  up. 

A  complete 
modern  beauty 
treatment. 


FROM  YOUR  USUAL  WHOLESALER 
OR  DIRECT  FROM 

DIXOR  LTD. 

BLENHEIM  ROAD,  LONGMEAD  INDUSTRIAL 
ESTATE,  EPSOM,  SURREY. 
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Appointments 

Continued  from  p123 

Dow  Chemical  Co  Ltd:  Mr  Graham  Fox 
has  been  appointed  sales  manager  for  the 
UK  and  Eire  for  the  life  sciences  division, 
which  covers  Dow-Lepetit  pharmaceutical 
and  medical -surgical  products. 
Savory  and  Moore  Ltd:  Mr  R.  W.  Jenner, 
MPS,  has  been  appointed  sales  develop- 
nent  manager,  responsible  for  the  com- 
pany's promotional  sales  programme.  He 
nas  been  succeeded  as  manager  of  the 
Redhill  central  depot  by  Mr  H.  Kirk. 
Sperry  Remington  Consumer  Products:  Mr 
Robert  Taylor  has  been  appointed  repre- 
sentative for  the  southern  region  and  is 
responsible  for  sales  of  electronic  shavers 
and  hair  care  products.  He  was  formerly 
with  Ronson. 

L  Pickles  &  Sous:  Mr  W.  Stevenson  of  27 
Kennedy  Street,  Wishaw,  Lanarks  (tel 
73244)  has  been  appointed  representative 
for  Scotland.  He  succeeds  Mr  J.  O'Hara, 
who  retired  some  months  ago  and  is  now 
living  in  New  Zealand. 
Chemical  Industries  Association:  Dr  P. 
Merriman  has  been  appointed  secretary  of 
the  Chemical  Industry  Safety  and  Health 
Council  (CISHEC)  safety  committee.  He  is 
succeeded  as  the  CIA's  education  and 
training  executive  by  Mr  P.  Cullingford. 
Wellcome  Reagents  Ltd:  Mr  C.  J.  F. 
Madden  has  been  appointed  general  man- 
ager designate  as  from  August  2  and  will 
assume  full  responsibility  for  Wellcome 
Reagents  on  the  ietirement  of  the  present 
general  manager,  Mrs  I.  Batty,  on  October 
31.  Mr  Madden  was  previously  divisional 
marketing  manager  (medical)  of  The  Well- 
come Foundation  Ltd. 
Cow  &  Gate  Baby  Foods:  Mr  Roger  Opie 
has  been  appointed  to  public  relations 
officer  from  senior  product  manager,  Mr 
Roger  Rackstraw  senior  product  manager, 
new  product  development,  Mr  Andrew 
Parsons  senior  product  manager  (baby- 
foods),  and  Mr  Neil  Kirkman  has  been 
promoted  to  product  manager  (babymeals) 
from  assistant  product  manager. 
Wyeth  Laboratories:  Mr  E.  W.  Warner, 
formerly  national  training  manager,  has 
been  promoted  to  area  field  sales  manager 
Eor  Wales  and  the  west  of  England.  Mr 
D.  W.  G.  Barrett,  formerly  assistant  field 
sales  manager,  has  been  promoted  to 
assistant  national  sales  manager  and  will 
be  responsible  for  the  training  of  new  and 
existing  members  of  the  sales  force. 
Sterling-Winthrop  Group  Ltd:  The  follow- 
ing have  been  elected  to  the  board:  Mr  N. 
i\ppleton  (managing  director,  Winthrop 
Laboratories),  Mr  D.  J.  Boyles  (executive 
assistant  to  vice-chairman,  Sterling- 
Winthrop  Group),  Mr  J.  T.  Rees  (manag- 
ng  director,  Sterling  Organics)  and  Mr  G. 
Margetts  (chief  executive,  Sterling- 
iVinfhrop  research  and  development 
livision). 

federated   Chemical   Holdings   Ltd:  Mr 

lonald  A.  Pargeter  has  been  appointed 
:hief  executive  of  K  &  K — Greeff  Chemi- 
:al  Group  Ltd  and  a  director  of  K  &  K — 
jreeff  Fine  Chemicals  Ltd.  Mr  A.  E. 
iudson  is  now  managing  director  of 
C  &  K — Greeff  Industrial  Chemicals  Ltd 
ind  a  director  of  K  &  K — Greeff  Chemical 
3roup  Ltd.  Mr  J.  Roberts  has  been 
ppointed  a  director  of  K  &  K — Greeff 
ndustrial  Chemicals  Ltd. 


Market 
News 

Many  chemicals  dearer 

London,  July  21:  As  forecast  in  last 
week's  report,  many  pharmaceutical 
chemical  prices  have  advanced  during 
the  week  and  still  more  are  expected  to 
be  dearer  from  next  week.  Amongst  the 
changes  announced  are  those  of  many 
vitamins,  aluminium  chloride,  hypophos- 
phorous  acid,  sodium  chloride,  sodium 
phosphate  and  certain  sodium  and  mag- 
nesium sulphates. 

More  importantly  from  the  pharmacist's 
standpoint  is  another  rise  in  paracetamol 
prices,  but  supplies  are  now  much  easier 
following  the  coming  on  stream  of  a  large 
plant  near  Newcastle  (see  C&D,  July  3, 
p31).  Phenylephrine  is  up  by  £3-00  kg  for 
small  quantities  and  dextromethorphan 
by  £24-00  kg. 

Among  crude  drugs  the  price  changes 
were  all  upward.  They  included  aloes, 
dandelion,  gentian  root,  kola  nuts,  sarsa- 
parilla  and  valerian.  Quillaia  was  on  offer 
at  £1-15  kg  on  the  spot.  Menthol  also 
tended  dearer  at  origin  but  spot  demand 
was  quiet. 

Essential  oils  too  were  marked  up  in 
a  number  of  instances,  an  exception 
being  Mysore  sandalwood  which  was  re- 
duced by  £2-50  kg. 

Pharmaceutical  chemicals 

Acetomenaphthone:  100-kg  lots,  £0.64i  kg. 
Aluminium  chloride:  Pure,  50-kg  lots  £0.8578  kg. 
Ascorbic  acid:  (Per  kg)  £8.00;  5-kg  £7.00;  25-kg 
£5.50;  sodium  ascorbate.  plus  6p;  silicone-coated, 
(per  kg)  £8.16;  £7.16;  £5.66  respectively. 
Aspirin:  10-ton  lots  £1.06  kg;  1-ton  £1.12. 
Calciferol:  (Per  kg)  £42.00;  5-kg  £41.00. 
Calcium  pantothenate:  £7.00  kg;  £5.50  in  25-kg 
lots. 

Carotene:  Suspension  20  per  cent  £36.10  kg;  5-kg 
£35.10  kg. 

Cyanocobalamin:  £2.50  per  g. 
Dexpanthenol:  (Per  kg)  £13.50;  5-kg  £12.50. 
Dextromethorphan:  £134  per  kg  in  5-kg  lots. 
Folic  acid:  (kg)  £37.50;  5-kg  £36.50. 
Hydroxocobalamin:  £5.00  per  g. 
Hypophosphorous  acid:  (50-kg  lots)  Pure  50  per 
cent  £3.1752;  BPC  1959  (30  per  cent)  £2.4677. 
Magnesium  sulphate:  BP  per  metric  ton,  £85.00- 
£102.70    as   to    crystal    and    maker;  commercial 
£74.00-£89.45;  exsiccated  BP  £217.40. 
Methyl  salicylate:  £0.83  kg  for  5-ton  lots;  £0.87 
for  1-ton. 

Nicotinamide:  £4.75  kg;  50-kg  lots  £3.15  kg. 
Nicotinic  acid:  £3.10  kg  (50-kg  lots). 
Paracetamol:    (Per    kg)    50-ton    contracts  from 
£2.60;   10-ton  £2.65;    1-ton   £2.75.    Premiums  for 
direct  compression  £0.13  kg. 

Phenylephrine    hydrochloride:    From    £65.00  to 

£70.00  kg  according  to  quantity. 

Pyridoxine:   (Per  kg)  £21.00:  5-kg  £20.00;  25-kg 

£19.50. 

Riboflavine:    (Per  kg)   £24.50;   5-kg   lots  £23.50; 

25-kg  £22.50.  Phosphate  £66.50. 

Salicylic  acid:   (kg)   5-ton  lots  £0.86  kg;   1  ton 

£0.87. 

Sodium  acid  phosphate:  BP  crystals,  50kg  lots 
£1.0411  kg. 

Sodium   chloride:   Vacuum   dried    in    10-ton  lots 

£19.90  metric  ton  delivered  London. 

Sodium  fluoride:  BP  in  50-kg  lots  £1.3594  kg. 

Sodium    pantothenate:    (per    kg)    £14.00;  5-kg 

£13.00. 

Sodium  sulphate:  BP  per  metric  ton,  £68.30  for 
fine  crystals;  £95.40  pea  crystals.  Commercial 
£31.10,  all  ex  works. 

Sodium  sulphite:  Crystals  £0.1692  kg  in  50-kg 
lots. 

Thiamine    hydrochloride:    Per    kg    £12.50;  5-kg 
£11.50;  25-kg  £10.80.  Mononitrate  same  prices. 
L-Thyroxine:  £1.25  per  kg. 

Tocopheryl  acetate:  DL  alpha  (per  kg),  £14.45; 
5-kg  £13.45.  Dry  25  per  cent  (per  kg)  £13.25; 
5-kg  £12.25;  25-kg  £11.75. 

Vitamin  A:  (Per  kg)  acetate  powder,  325  iu:  £9.40; 
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£8.90   in   5-kg    lots;    500iu:    £12.65   and  £11.65. 

Palmitate  oil  1  miu  (Per  kg)  £12.90;  5-kg  £11.90. 

Vitamin  D2:  See  calciferol. 

Vitamin  D3:  £22.00  kg;  5-kg  £21.00  kg. 

Vitamin  E:  See  tocopheryl  acetate. 


Crude  drugs 

Aloes:  Cape  £1.10  kg  spot;  £1.08,  cif.  Curacao 
nominal. 

Balsams:  (kg)  Canada  £13.00;  £12.60,  cif  for 
shipment.  Copaiba:  BPC  £1.50  spot;  £1.55, 
cif.  Peru  spot  nominal;  £6.80,  cif.  Tolu  £3.40 
spot;  £3.30,  cif. 

Belladonna:  (metric  ton)  Leaves  £1,400  cif.  Herb 
£650.  Root  no  offers. 

Benzoin:  BP  £75.00-£76.00  cwt  spot;  £72.00- 
£73.00.  cif. 

Cardamoms:    (per   lb,   cif)    Alleppy  green   no  1 

£3.70;  prime  seeds  £3.50. 

Cascara:  £870  metric  ton  spot;  £760,  cif. 

Cherry  bark:  Spot  £700  metric  ton;  £690,  cif. 

Chillies:   Chinese   Haimen   £950  metric  ton  spot 

Hamburg. 

Colocynth  pulp:  £0.40  kg  spot. 

Dandelion:  New  crop  for  shipment  £1.03  kg,  cif. 

Ergot:  Portuguese-Spanish  £1.50  kg  spot;  £1.40, 

cif. 

Gentian:  Root  £1.42  kg  spot;  £1.38,  cif. 
Ginger:  (ton,  cif)  Cochin  £1,200;  Jamaican  (spot) 
£1,025.  Nigerian  split  £535,  peeled  £645.  Sierra 
Leone  £650  nominal. 

Ipecacuanha:    (kg)    Costa    Rica    spot    £3  80  to 
£4.15;  shipment  £4.05,  cif. 
Kola  nuts:  Afloat  £205;  metric  ton  £200,  cif. 
Liquorice    root:    Chinese    £190    metric    ton,  cif. 
Russian   £280   spot;    Block   juice   £1,130.  Spray- 
dried  £1,050. 

Lobelia:  American  £1,010  metric  ton  spot;  £980, 

cif.  Dutch  £950;  £940,  cif. 

Mace:  Grenada  unsorted  £2,000  ton,  fob. 

Menthol:    (kg)    Brazilian   £9.15  spot;   £9.00,  cif. 

Chinese  £10.00  in  bond;  shipment  £9.70,  cif. 

Nutmeg:  (per  ton,  fob)  West  Indian  80's  £1,450, 

unassorted  £1,200;  defectives  £1,150— all  nominal. 

Nux  Vomica:  £210  metric  ton  spot. 

Pepper:   (ton)  Sarawak  black  £1,010  spot;  £935, 

cif.  White  £1,205;  shipment  £1,120. 

Podophyllum:  Root  £720  metric  ton,  cif. 

Ouillaia:  Spot  £1.15  kg;  £0.95,  cif. 

Rhubarb:  Chinese  rounds  60  per  cent  pinky  £1  40 

kg. 

Saffron:  £220  kg  spot. 

Sarsaparilla:  £1,555  metric  ton  spot  nominal; 
shipment  £1,500,  cif. 

Seeds:  (metric  ton),  cif.  Anise:  China  star  forward 
£595.  Caraway:  Dutch  £425.  Celery:  Indian 
£420.  Coriander:  Moroccan  £305.  Cumin:  Egyptian 
£490;  Turkish  £490;  Iranian  £580  nominal.  Dill: 
Indian  £230.  Fennel:  Indian  £425;  Egyptian 
£240.  Fenugreek  £124. 

Senna:    (kg)    Alexandria   pods,    hp,  £1.40-£1.70, 
manufacturing,  £0.95.  Tinnevelly  leaves  faq  No  3, 
£0.28,  faq  pods  £0.27,  hp  £0.39. 
Tonquin  beans:  Spot  £1.10  kg;  shipment  £1.05, 
cif  (Angostura  type). 

Valerian:  Indian  root  £850  metric  ton  spot;  ship- 
ment £830,  cif. 


Essential  and  expressed  oils 

Almond:  Sweet  in  drum-lots  £1.20  kg. 
Anise:  (kg)  £17.00  spot;  £16.00,  cif. 
Bois  de  rose:  (kg)  £4.50  spot. 
Buchu:  South  African  £155  per  kg  spot. 
Camphor  white:  £0.80  kg  spot;  £0.70,  cif. 
Caraway:  Imported  £16.00  kg;  English  £28.00. 
Cardamom:  English  distilled  £120  kg. 
Cassia:  Chinese  spot  and  shipment  not  quoted. 
Cedarwood:  Chinese  £1.20  kg  spot;  £1.12,  cif. 
Celery:  English  £28.00  kg. 

Citronella:    Ceylon    £1.25    kg    spot;    £1.22,  cif, 

Chinese  £1.55  spot  and  cif. 

Coriander:  Imported  Russian  £19.50  kg  spot. 

Dill:  £15.00  in  drum-lots. 

Fennel:  Spanish  sweet  £9.00  kg  spot. 

Geranium:  Bourbon  £36.15  kg,  cif. 

Lavandin:  About  £5.00  kg. 

Lavender  spike:  £10.00-£1 1 .00  kg  spot. 

Lemon:  Sicilian  best  grades  about  £7.20  kg. 

I.emongrass:  Spot  £4.40  kg;  £3.75,  cif. 

Lime:  West  Indian  about  £8.60  kg  spot. 

Mandarin:  £8.40  kg. 

Nutmeg:  (per  kg)  English  distilled  from  West 
Indian  £22.00;  from  East  Indian  £20.00;  imported 
£7.00. 

Olive:  Spot  ex-wharf,  Spanish  £1,120  per  metric 
ton  in  200-kg  drums;  Mediterranean  origin  £1,150; 
Tunisian  £1,170.  Subject  to  EEC  levy  alterations. 
Orange:  Florida  £0.75  kg;  West  Indian  £0.50. 
Origanum:  About  £12.00  kg. 
Palmarosa:  No  spot;  £7.40  kg,  cif. 
Patchouli:  £8.50  kg  spot;  £8.00,  cif. 
Pennyroyal:  £11.00  kg  to  arrive. 
Pepper:  English  distilled  ex-black  £75.00  kg. 
Peppermint:   (kg)  Arvensis — Brazilian  £4.00,  spot 
shipment  £3.90,   cif.   Chinese  £4.15  spot;  £4.10, 
cif.   Piperata,  American   Far  West  about  £19.00, 
cif. 

Petitgrain:  £5.60  kg  spot;  forward  £5.35,  cif. 
Rosemary:  £5.75  kg  spot. 
Sage:  Spanish  £1.00  kg  to  arrive. 
Sandalwood:  Mysore  £50.00  kg  spot  and  cif. 
Sassafras:  Chinese  £2.15  kg,  cif.  Brazilian  £2.20 
kg  spot  and  cif. 

Spearmint:  American  Far  West  spot  £9.30  kg; 
Chinese  spoi  £9.50  kg  shipment  £8.50.  cif. 

The  prices  given  are  those  obtained  by  importers 
or  manufacturers  for  bulk  quantities  and  do  not 
include  value  added  tax.  They  represent  the  last 
quoted  or  accepted  prices  as  we  go  to  press. 
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Classified 
Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Drug- 
gist, 25  New  Street  Square,  London  EC4A  3JA. 
Telephone  01-353  3212. 

Publication  date  Every  Saturday. 


Dlsplay/Seml  Display  £5-00  per  single  column 
centimetre,  min  25mm.  Column  width  42mm. 

Whole  page  £350  (254mm  x  178mm). 

Half  page  £200  (125mm  x  178mm). 

Quarter  page  £110  (1 25mm  x  86mm ) . 

Lineage  £1-00  per  line,  minimum  5  lines  (S>  £5-00. 

Box  numbers  £0-50  extra. 

Series  Discounts  5%  on  3  insertions  or  over.  10% 
on  7  insertions  or  over.  15%  on  13  insertions  or  over. 


Appointments 


Shopfitting 


GENERAL  MANAGER 

Pharmaceutical  packaging,  stores,  and  distribution 
departments 

The  post,  which  is  open  to  both  male  and  female,  is 
one  of  responsibility,  controlling  a  staff  of  50  in  our 
small  but  progressive  family  business. 

Recent  experience  in  wholesale  or  manufacturing  is 
required  and  a  pharmaceutical  qualification  would  be 
an  advantage,  although  not  essential. 

The  salary  is  negotiable. 

Telephone  or  write  to 

Dr.  R.  Woodward,  (Managing  Director), 
G.  O.  Woodward  and  Co.  Ltd., 
Larkhall  Laboratories, 
225  Putney  Bridge  Road,  London  SW15  2PY 
Telephone  01-870  0971 


Wanted 


Please  mention  C  &  D 
when  replying  to 
advertisements 


A.&H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 
trade  for  manufacturers'  clearing 
linea,  and  retailers'  stocks. 

8  Northburgh  Street,  London 
EC1V  0BA.  Tel:  01-253  1184/5. 
Telegrams:  "Salvall",  London, 
E.C.1. 


Services 


URGENTLY  REQUIRED,  all  items 
connected  with  old-fashioned  Phar- 
macies— runs  of  drug  drawers,  shop 
rounds,  jars,  etc.  Complete  interiors 
of  pharmacies  bought.  Telephone 
Ashtead  (Surrey)  72319  or  Ashtead 
76626,  or  write  Robin  Wheeler,  7 
Gladstone  Road,  Ashtead,  Surrey. 


WE  WILL  PURCHASE  for  cash  a 
complete  stock  of  a  redundant  line, 
including  finished  or  partly  finished 
goods,  packaging,  raw  materials, 
etc.  No  quantity  too  large.  Our  rep- 
resentative will  call  anywhere.  Write 
or  telephone  Lawrence  Edwards  & 
Co.  Ltd.,  6/7  Wellington  Close, 
Ledbury  Road,  London  W11.  Tel: 
Park  3137-8. 


SALT  TABLETS 

Flavoured.  300  m.g.  drums 
containing  1,000  tablets. 
Prices  on  request. 

Box  No.  2418 


SELF  SELECTION  will  increase  your 
toiletries  sales  sufficiently  to  pay  for 
a  complete  shop  modernisation.  As 
primary  manufacturers  of  wall  fittings 
and  counters  we  offer  very  early 
delivery  and  installation  in  just  one 
day,  or  overnight,  new  shops  or  old 
shops  or  part  shops.  Immediate 
quotations  without  obligation  for 
shopfronts  and  interiors.  Thirsk 
Shopfitting,  741-743  Garratt  Lane, 
London  SW17  0PD.  Telephone  01-946 
2291  (four  lines). 


SHOPFITTING  COMPLETE  SERVICE. 
Modern  interior  fittings  supplied  by 
a  company  giving  traditional  shop- 
fitting  service,  shopfronts  and  full 
decor  package  deals.  Free  surveys 
and  plans  to  genuinely  interested 
chemists.  Freeman-Smith  Ltd,  176 
Bolton  Road,  Birmingham  B10  0BA. 
A  visit  to  our  showroom  would  be  of 
great  benefit. 


WANTED  URGENTLY  Old  mahogany 
chemist  shop  fittings.  We  remove  and 
pay  cash.  John  Derham  Ltd.,  248 
Camden  High  Street,  London,  N.W.1. 
Tel:  01-485  6611. 


For  Sale 


NORTHERN  SUNDRIES  COMPANY 
for  sale/amalgamation.  Established 
customers,  tremendous  scope,  low 
overheads,  good  audited  accounts, 
increasing  turnover  40%  per  annum. 
Box  No.  2421. 


Our  address  for  Box  Number  replies  is  : 

Chemist  &  Druggist 
25  New  Street  Square,  London  EC4A  3JA 


CASH  REGISTERS  rebuilt  as  new 
fully  guaranteed  from  £75.  Itemlsers 
£185.  Call  and  see  our  range.  Open 
Monday  to  Friday.  THIRSK  SHOP- 
FITTINGS.  743  Garratt  Lane.  SW17 
0PD.  Tel:  01-946  2291. 

DISPENSARIES  FIXTURES  AND 
FITTINGS.  Complete  service  by  spe- 
cialists. Phone  Allan  Campbell,  A.C 
Shopfitters,  34B  Jeffery  Street,  Gill- 
ingham,  Kent.  Medway  (0634)  55508. 


Agents 
Wanted 


The  Wallis  Laboratories.  (Packed/ 
Bulk  Tablets)  and  Ceebrite  Ltd. 
(Dispensing  Containers).  Require 
Agents  calling  on  Chemists,  many 
Areas  left.  Cood  commission — exist- 
ing account.  Contact:  Mr.  M.  Gevell, 
Wallis  Laboratories,  New  Hertford 
House,  St.  Albans  Road,  Watford,  or 
Tel:  Cuffley  2622. 


Miscellaneous 


FASHION  JEWELLERY 
Jodez  (Manchester)  Ltd 

34  Shudehlll,  Manchester  M4  1EY 

Tel:  061-832  6564 

Largest  and  most  exclusive 
range  of  direct  and  imported 
Continental  Jewellery,  Necklets, 
Pendants,  Dress  Rings,  Ear- 
rings, Brooches,  Bracelets,  Hair 
Ornaments. 

Suppliers    to    Chemists   over  20 

years. 

Sample  parcels  available. 


LEICESTER 

FASHION  JEWELLERY 

Elegantly  displayed.  Super  fast 
sales.  Big  profits.  VAT  at  8%. 

Contact: 
STAR  GEMS  OF  LEICESTER 
160  Melton  Road,  Leicester 
Tel:  (0533)  667800 
Personal  Callers  Most  Welcome 


SEX  DISCRIMINATION  ACT 

No  job  advertisement  which  indicates  or  can  reasonably 
be  understood  as  indicating  an  intention  to  discriminate 
on  grounds  of  sex  (e.g.  by  inviting  applications  only 
from  males  or  only  from  females)  may  be  accepted 
unless : 

1.  the  job  is  for  the  purpose  of  a  private  household,  or 

2.  it  is  in  a  business  employing  fewer  than  six  persons,  or 

3.  it  is  otherwise  excepted  from  the  requirements  of  the 
Sex  Discrimination  Act. 

A  statement  must  be  made  at  the  time  the  advertisement  is  placed 
saying  which  of  the  exceptions  in  the  Act  is  considered  to  apply. 
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EXPORT 
YEARiL- 


1976/7 


improve  y°m|# 


Export  year  is  a  real  opportunity  to  improve  your  export 
performance,  your  firm's  profitability,  your  job  security 
and  your  country's  prosperity.  What  are  you  going  to  do 
about  it  ? 

First  get  yourself  Export  Data  -  the  tool  for  the  job  —  and 
arm  yourself  with  all  the  essential  information  you  will 
need  to  succeed  in  the  complex  business  of  exporting 
to  every  world  market.  All  in  one  convenient  easy-to- 
find  package.  And  solve  your  export  documentation 
problems. 

Export  Data  700  pages.  210x143  mm.  Ring  binder. 
Monthly  up-dating  service.  £14.00. 

Benn  Brothers  Limited,  125  High  Street,  Colliers  Wood.  London, 
SW1  9  2JN.  Telephone  :  01  -542  8575.  Telex  27844 


Glass 

one  of  the 

great 
protectors 


Wherever  drugs  and  medicines  are  dispensed 
Beatson  glass  containers  keep  them  safe  and  ready  to  hand. 

Beatson  Clark  have  been  making  glass 
for  two  centuries  and  today  serve  the  pharmaceutical  world 
with  most  types  of  medicinal  glass  containers. 

And  Beatson  back  their  products 
with  a  good  delivery  service. 

Beatson  Clark 

Beatson,  Clark  &  Co.  Ltd., 
Rotherham,  South  Yorkshire,  S60  2AA 
Telephone:  0709  79141  Telex:  54329 

Ask  your  wholesaler. 
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It's  majic! 


From  August  30th,  we're  showing  20  million  women 
how  to  make  themselves  more  beautiful  by  putting 
this  on  their  hain 


Buoene 


Majic  is  a  great  new  innovation 
in  hair  care.  Mixed  with  water,  a  Majic 
capsule  becomes  a  unique  setting 
lotion,  which  will  hold  any  hair  style 
really  firmly  but  leave  the  hair  feeling 
naturally  soft,  naturally  beautiful. 
No  other  hair  set  combines  these 
sensational  qualities. 

We're  launching  Majic  on  all  TV 
stations  with  one  of  the  biggest 
advertising  campaigns  ever  mounted 
for  a  hair  set. 


j  majic 


^mutk 


majic 

from  GuGene 

-the  sensational,  long  lasting 
hair  set  in  a  capsule. 

R.C.P.  for  a  pack  of  five  capsules  54p. 


